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Messi	  doesn’t	  look	  famous,	  Zlatan	  looks	  aggressive	  and	  Ronaldo	  is	  a	  
superhero	  
New	  research	  into	  football’s	  superstars	  looks	  at	  their	  very	  different	  images	  and	  
how	  they	  are	  used	  to	  market	  everything	  from	  cars	  to	  fast	  food.	  
By	  Niklas	  Westerberg	  	  Who	  is	  your	  favourite	  football	  superstar?	  Is	  it	  Lionel	  Messi,	  the	  team	  player,	  Ronaldo	  the	  superhero	  or	  Zlatan	  the	  Viking?	  And	  did	  you	  know	  that	  Zlatan	  drives	  a	  Volvo,	  Messi	  drinks	  protein	  shakes	  and	  Ronaldo	  eats	  Kentucky	  Fried	  Chicken.	  Well,	  at	  least	  when	  they’re	  paid	  to	  do	  so.	  Surprised?	  The	  marketing	  executives	  of	  Volvo,	  Herbalife	  and	  Kentucky	  Fried	  Chicken	  are	  not:	  they	  pay	  each	  superstar	  millions	  upon	  millions	  to	  endorse	  their	  products,	  and	  they	  think	  very	  carefully	  about	  who	  they	  choose	  for	  their	  products	  –	  most	  of	  the	  time,	  at	  least.	  	  I	  asked	  university	  students	  what	  they	  think	  of	  each	  celebrity	  in	  order	  to	  compose	  what	  they	  call	  an	  association	  profile,	  encompassing	  the	  most	  important	  things	  people	  associate	  with	  the	  celebrity,	  and	  how	  they	  distinguish	  them	  from	  other	  celebrities.	  Andrea	  Pirlo	  is	  cool,	  Paul	  Pogba	  is	  a	  rebel	  genius,	  Mario	  Balotelli	  a	  teenage	  kid	  in	  a	  grown	  man’s	  body.	  Your	  father	  is	  the	  calmest	  man	  on	  earth,	  your	  sister	  a	  horse	  fanatic.	  We	  all	  distinguish	  people	  like	  this.	  Some	  people	  stand	  out	  more	  than	  others.	  Why?	  Because	  they	  feel	  a	  deep	  need	  to	  be	  noticed?	  Because	  they	  want	  to	  make	  money	  out	  of	  it?	  We	  will	  most	  likely	  never	  know.	  	  What	  we	  do	  know	  is	  that	  each	  celebrity	  sometimes	  makes	  an	  endorsement	  that	  makes	  us	  shake	  our	  heads.	  Why	  is	  that?	  What	  makes	  an	  advertisement	  work?	  Why	  does	  one	  celebrity	  fit	  better	  with	  a	  brand	  than	  another?	  Why	  did	  Volvo	  choose	  Zlatan	  (spoiler:	  it	  is	  not	  only	  because	  he	  is	  Swedish!)?	  Why	  did	  Kentucky	  Fried	  Chicken	  choose	  Ronaldo?	  	  	  	  I	  decided	  to	  find	  out	  why	  this	  was.	  In	  order	  to	  do	  that,	  I	  invited	  a	  dozen	  people	  to	  attend	  two	  focus	  groups.	  A	  focus	  group	  is	  a	  common	  method	  for	  research	  into	  
marketing.	  The	  group	  is	  a	  more	  or	  less	  select	  set	  of	  people	  that	  are	  put	  up	  in	  a	  room	  with	  cake	  and	  coffee.	  They	  are	  then	  given	  a	  topic	  to	  discuss.	  In	  this	  case	  there	  was	  a	  mediator,	  me,	  who	  guided	  the	  conversation:	  I	  wanted	  to	  hear	  them	  talk	  about	  what	  they	  associated	  with	  Zlatan,	  Ronaldo	  and	  Messi.	  	  It	  turns	  out	  that	  the	  groups	  thought	  Zlatan	  was	  a	  beast	  of	  a	  man,	  even	  slightly	  angry	  –	  but	  also	  a	  family	  guy.	  They	  said	  they	  would	  not	  recognise	  Messi	  if	  he	  walked	  down	  the	  streets;	  that	  he	  did	  not	  look	  like	  a	  “high-­‐status”	  individual.	  On	  the	  contrary,	  Ronaldo	  did	  –	  indeed,	  he	  was	  the	  polar	  opposite:	  he	  screamed	  rich	  
and	  single	  while	  Messi	  whispered	  family	  man.	  	  What	  does	  this	  mean	  for	  the	  endorsements?	  Well,	  in	  order	  to	  find	  that	  out,	  I	  also	  asked	  the	  focus	  groups	  what	  they	  associated	  with	  the	  different	  brands.	  I	  found	  out	  that	  Volvo	  is	  a	  car	  for	  boring	  doctors	  and	  CEO’s.	  Well	  then,	  perhaps	  they	  need	  a	  bit	  of	  angry	  Viking	  to	  spice	  up	  that	  image.	  	  Audemars	  Piguet’s	  watches	  were	  aggressive	  and	  harsh	  –	  perhaps	  exactly	  what	  Messi	  needs.	  He	  is	  the	  best	  in	  the	  world!	  Why	  hide	  in	  the	  background?	  Adding	  some	  spice	  to	  Messi	  was	  very	  popular	  with	  the	  audience.	  …and	  finally:	  Kentucky	  Fried	  Chicken.	  Yes,	  Kentucky	  Fried	  Chicken.	  Well,	  we	  love	  Kentucky	  Fried	  Chicken…and	  we	  love	  Cristiano	  Ronaldo.	  He’s	  a	  superhero.	  Sometimes	  you	  have	  to	  choose	  between	  easy-­‐unhealthy-­‐food-­‐one	  and	  easy-­‐unhealthy-­‐food-­‐two.	  And	  chicken	  is	  healthy,	  right?	  I	  mean	  –	  Ronaldo	  eats	  it!	  
	  
Communication	  strategy	  A	  communication	  strategy	  should	  also	  include	  considerations	  on	  the	  purpose	  of	  the	  communication	  product.	  Before	  setting	  out	  to	  produce	  a	  communication	  product,	  one	  should	  be	  aware	  of	  what	  target	  group	  one	  is	  aiming	  for;	  what	  the	  purpose	  of	  the	  paper	  is;	  and	  how	  one	  intends	  to	  fulfill	  that	  purpose,	  relative	  to	  the	  target	  group.	  Is	  it	  intended	  to	  inform?	  Persuade?	  Entertain?	  Once	  one	  is	  clear	  about	  the	  purpose,	  one	  can	  tailor	  the	  product	  to	  fit	  the	  specific	  audience.	  	  	  
How	  was	  the	  article	  that	  this	  paper	  relates	  to	  tailored	  to	  a	  specific	  audience?	  And	  what	  audience?	  	  The	  article	  is	  tailored	  to	  young	  football	  fans.	  It	  aims	  to	  read	  in	  a	  simple	  language	  and	  to	  engage	  the	  reader.	  How?	  	  The	  article	  begins	  by	  asking	  the	  reader:	  	   	  
Who	  is	  your	  favourite	  football	  superstar?	  Is	  it	  Lionel	  Messi,	  the	  team	  player,	  
Ronaldo	  the	  superhero	  or	  Zlatan	  the	  Viking?	  	  Boys	  will	  often	  have	  an	  idol;	  a	  specific	  player	  they	  favour.	  They	  may	  be	  using	  this	  to	  build	  their	  identity.	  Posing	  this	  question	  engages	  the	  reader	  on	  a	  level	  they	  are	  familiar	  with.	  It	  is	  something	  one	  boy	  might	  ask	  another,	  in	  essence	  asking:	  so	  who	  are	  you?	  Tell	  me	  about	  yourself.	  First	  thing:	  who’s	  your	  favourite	  footballer?	  Second:	  what’s	  your	  favourite	  team?	  What’s	  your	  favourite	  food?	  Car?	  Et	  cetera.	  A	  bit	  of	  glamour	  attracts,	  too.	  The	  next	  few	  lines:	  	  
The	  marketing	  executives	  of	  Volvo,	  Herbalife	  and	  Kentucky	  Fried	  Chicken	  
are	  not:	  they	  pay	  each	  superstar	  millions	  upon	  millions	  to	  endorse	  their	  
products,	  and	  they	  think	  very	  carefully	  about	  who	  they	  choose	  for	  their	  
products	  –	  most	  of	  the	  time,	  at	  least.	  Millions!	  Money!	  Of	  course	  (most	  often)	  a	  part	  of	  the	  idolization	  factor	  is	  due	  to	  the	  glamorous	  lifestyle	  of	  idols.	  This	  means	  money.	  	  	  A	  small	  joke	  does	  not	  hurt	  either,	  particularly	  when	  dealing	  with	  something	  boring	  like	  marketing	  executives	  (suits!).	  This	  is	  intended	  to	  ease	  the	  passage	  into	  the	  more	  substantial	  part	  of	  the	  article,	  (but	  which	  may	  also	  seem	  boring	  at	  first	  to	  these	  young	  readers).	  	  	  The	  next	  paragraph	  tells	  the	  readers	  a	  little	  more	  about	  the	  research	  –	  and	  then	  another	  light-­‐hearted	  remark	  (“Balotelli	  is	  a…”).	  Then	  it	  engages	  (“Your	  father	  is…”);	  then	  it	  speaks	  directly	  to	  the	  readers	  (“We	  all…”).	  	  
By	  now,	  more	  than	  halfway	  through	  the	  article,	  one	  can	  expect	  the	  readers	  to	  continue.	  They	  have	  now	  invested	  time	  in	  this	  article;	  chances	  are	  they	  will	  now	  finish	  it.	  More	  substance	  follows.	  	  Finally,	  a	  bullet-­‐point	  summary	  of	  the	  results	  of	  the	  research.	  It	  is	  intended	  to	  draw	  a	  little	  guffaw	  –	  which	  increases	  the	  salience	  of	  the	  remarks	  –	  and	  to	  provide	  an	  easily	  digestible	  overview.	  The	  article	  ends	  with	  a	  slight	  build-­‐up	  to	  the	  final	  remark,	  pointing	  out	  in	  non-­‐scientific	  parlour	  what	  an	  endorsement	  is.	  	  	  
	   	  
“Half	  the	  money	  I	  spend	  on	  advertising	  is	  wasted;	  the	  trouble	  is,	  I	  don’t	  know	  which	  
half.”	  	  So	   said	  American	  businessman	   John	  Wanamaker	   (1838-­‐1922).	  A	   century	   later,	  how	   much	   has	   changed?	   Every	   year,	   businesses	   spend	   billions	   of	   dollars	   on	  advertising.	  	  A	  good	  amount	  of	  these	  ads	  involve	  an	  endorsement	  by	  a	  celebrity	  –	  or	  several.	  This	   paper	   will	   look	   into	   the	   why	   and	   how	   of	   why	   an	   endorsement	  might	   be	  effective.	  	  In	   a	  Darwinian	  discourse,	   these	   successful	   individuals	  will	   be	   idols	   that	   others	  seek	  to	  emulate.	  Thus,	  if	  us	  of	  the	  many	  believe	  that	  person	  A	  has	  been	  helped	  to	  success	  by	  a	   certain	  way	  of	  doing	   things,	  we	  will	  want	   to	  do	  as	   they	  did.	   If	  we	  believe	  that	  the	  reason	  Lionel	  Messi	  looks	  so	  handsome,	  and	  is	  so	  fit,	  is	  because	  he	   uses	   Herbalife	   products,	   then	   we	   will	   want	   to	   use	   Herbalife	   products	  (assuming	  we	  want	  to	  be	  handsome	  and	  athletically	  fit).	  	  But	  how	  can	  an	  advertiser	  know	   if	  Mr	  Messi	   is	   getter	   than	  Zlatan	   Ibrahimovic,	  Barack	   Obama,	   George	   Clooney	   or	   any	   other	   successful	   person	   to	   promote	  
Herbalife	  products?	  He	  can	   throw	  money	  at	  a	   campaign,	  and	   if	   the	  sales	  go	  up,	  conclude	  that	  it	  must	  be	  because	  of	  the	  campaign	  –	  but	  from	  a	  scientific	  point	  of	  view,	  spending	  your	  money	  this	  way	  is	  not	  optimal.	  We	  would	  like	  to	  be	  able	  to	  
theorize	  whether	   or	   not	   Lionel	  Messi	   and	  Herbalife	   are	   the	   right	   fit.	  How	  does	  one	  do	  that?	  	   	  
Previous	  research	  into	  celebrity	  endorsements	  The	   following	   chapter	  will	   present	   an	  overview	  of	   the	   literature	   that	  has	  been	  most	   significant	   in	   providing	   the	   theoretical,	   conceptual	   and	   methodological	  foundation	  of	  this	  paper.	  	  Celebrity	   endorsements	   were	   popular	   already	   in	   the	   1920’s1	  -­‐	   i.e.	   with	   the	  emergence	  of	  mass	  media,	  and	  thus,	  popular	  celebrities.	  	  	  Endorsers	  could	  also	  be	  used	  in	  propaganda	  –	  as	  the	  face	  of	  a	  campaign,	  evolving	  from	  Uncle	  Sam	  to	  actors.	  Research	  into	  commercial	  endorsements	  used	  by	  and	  large	  the	  same	  theoretical	  framework8,	  9.	  Previous	   literature	   has	   utilized	   source	   credibility	   and	   attractiveness2,	  3	  models	  from	   before	   endorsements	   became	   as	   manifold	   as	   they	   are	   today.	   They	   were	  developed	  primarily	  for	  propaganda	  efforts	  around	  the	  Second	  World	  War,	  and	  used	  the	  concept	  of	  ethos	  to	  explain	  why	  or	  why	  not	  people	  were	  receptive	  to	  the	  message.	   Traits	   such	   as	   perceived	   trustworthiness,	   reliability,	   expertise	   and	  sympathy	  added	  to	   the	  perceived	  source	  credibility.	  This	   framework	  continued	  to	  be	  used	  throughout	  the	  second	  half	  of	  the	  20th	  century	  to	  analyse	  the	  growing	  number	  of	   celebrity	   endorsements.	   It	   used	   transmission	  models	   as	   a	  base	  –	   i.e.	  treating	  an	  advertisement	  as	  simply	  transmitting	  a	  fixed	  set	  of	  information	  to	  a	  receiver,	  the	  consumer.	  Today	  research	  using	  this	  assumption	  is	  bracketed	  in	  the	  
cybernetic	  tradition4.	  	  	  There	  are	  risks	  associated	  with	  tying	  a	  brand	  name	  in	  with	  a	  celebrity:	  witness	  the	  case	  of	  Tiger	  Woods,	  whose	  marital	   infidelity	  cost	  sponsors	  more	   than	  two	  per	   cent	   in	  market	   value5.	   Still,	   companies	   and	   investors	   see	   endorsements	   as	  worth	  the	  (often	  quite	  large)	  investment.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  1	  Jonathan	  Wilson:	  Inverting	  the	  pyramid:60.	  Orion.	  London.	  2009.	  	  2	  Carl	  I.	  Hovland	  &	  Walter	  Weiss	  (1951).	  "The	  Influence	  of	  Source	  Credibility	  on	  Communication	  Effectiveness".	  Public	  Opinion	  Quarterly	  3	  Gerald	  J.	  Tellis	  (2003).	  Effective	  Advertising:	  Understanding	  When,	  How,	  and	  Why	  Advertising	  
Works.	  SAGE	  Publications	  4	  Robert	  T.	  Craig	  (2007):	  Communication	  Theory	  as	  a	  Field.	  In	  Craig	  &	  Muller	  (eds.):	  Theorizing	  
Communication.	  Readings	  Across	  Traditions.	  London:	  SAGE	  Publications.	  P.	  63-­‐98.	  	  5	  Cristopher	  R.	  Knittel	  &	  Victor	  Stango:	  Celebrity	  Endorsements,	  Firm	  Value,	  and	  Reputation	  Risk:	  Evidence	  from	  the	  Tiger	  Woods	  Scandal.	  Management	  Science	  60(1):	  21-­‐37.	  
	  Grant	  McCracken	   in	   1989	   criticized	   the	   field	   of	   research	   for	   not	   being	   able	   to	  explain	  cases	  where	  the	  endorsement	  did	  not	  work	  –	  a	  bad	  fit6.	  Why	  could	  John	  Wayne	   not	   sell	   painkillers?	   He	   was	   a	   credible	   man	   with	   excellent	   personal	  qualities	  –	  he	  was	  even	  physically	  attractive!	  McCracken	  proposes	  to	  answer	  this	  question	  by	  treating	  the	  celebrity	  as	  a	  holder	  of	  a	  more	  complex	  set	  of	  meanings	  than	   can	   be	   captured	   simply	   with	   the	   word	   ethos,	  as	   was	   the	   norm	   in	   source	  credibility	  (!)	  models.	  	  
	  He	  proposes	  treating	  the	  celebrity	  as	  a	  carrier	  of	  meanings.	  These	  meanings	  are	  what	  constitute	  the	  celebrity	  in	  the	  audience’s	  mind.	  For	  instance,	  from	  a	  purely	  speculative	  basis,	  we	  can	  say	  that	  perhaps	  Lionel	  Messi	  evokes	  feelings	  of	  trust	  and	  awe	   in	   the	  audience;	  Cristiano	  Ronaldo	  carries	  a	  set	  of	  meanings	   involving	  hard	   work	   and	   determinedness;	   Zlatan	   Ibrahimovic	   evokes	   raw	   power	   and	  unpredictability.	   	   These	   are	  meanings,	   or	   values,	   that	   celebrities	   carry	  because	  they,	  or	   the	  people	  around	   them	  such	  as	  an	  agent	  or	  public	   relations	  manager,	  consciously	  or	  unconsciously	  have	  worked	  hard	  at	  becoming	  synonymous	  with.	  By	  time	  and	  time	  again	  connecting	  themselves	  with	  the	  same	  (set	  of)	  meanings,	  they	  own	  the	  meanings.	  Anonymous	  actors	  can	  also	  be	  meaningful,	  but	  rarely	  as	  much	  as	  celebrity	  the	  consumer	  has	  seen	  many	  times	  before.	  By	  being	  associated	  with	   a	   certain	   set	   of	  meanings	   over	   and	   over	   again,	   a	   celebrity	   begins	   to	   own	  certain	  meanings,	  creating	  a	  more	  or	  less	  fixed	  image	  of	  themselves.	  The	   product/brand	   then	   seeks	   to	   stick	   to	   the	   celebrity	   so	   as	   to	   become	  synonymous	  with	  the	  celebrity	  –	  and	  the	  meanings.	  	  	  This	  brings	  us	  back	  to	   John	  Wayne.	  Why	  could	  he	  not	  sell	  painkillers?	  Think	  of	  the	   values	   one	   might	   connect	   with	   John	   Wayne:	   strength,	   individuality	   –	  someone	  who	  not	  in	  a	  million	  years	  would	  need	  a	  painkiller.	  He	  carries	  a	  set	  of	  meanings	  that	  match	  up	  in	  no	  way	  with	  the	  product.	  It	  is	  a	  bad	  fit.	  Who	  could	  sell	  painkillers?	  Perhaps	  an	  everyday	  American	  mother,	  who	  needs	  this	  headache	  to	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  6	  Grant	  McCracken	  (1989):	  Who	  is	  the	  Celebrity	  Endorser?	  Cultural	  Foundations	  of	  the	  Endorsement	  Process.	  Journal	  of	  Consumer	  Research,	  Vol	  16,	  No	  3	  
go	  away	  tout	  suite	  so	  she	  can	  get	  out	  of	  bed	  and	  back	  to	  being	  a	  mother.	  It	  is	  okay	  for	  a	  normal	  person	  to	  need	  help.	  Not	  John	  Wayne!	  	  This	  line	  of	  thinking	  leads	  to	  three	  thematic	  questions:	  	   1. How	   do	   we	   measure	   reliably	   what	   meanings	   a	   celebrity	  carries?	  2. How	  does	  one	  transfer	  the	  meanings	  from	  celebrity	  to	  product?	  3. What	  does	  the	  consumer	  do	  with	  the	  meanings	  once	  he	  or	  she	  has	  bought	  the	  product?	  	  This	   paper	   seeks	   only	   to	   answer	   the	   first.	   It	  will	   attempt	   to	   do	   this	   using	   two	  focus	  groups.	  Three	  would	  increase	  the	  reliability	  of	  the	  data	  even	  more,	  but	  the	  amount	  of	  data	  would	  be	  difficult	  to	  overcome	  for	  one	  individual.	  	  	  
Distinctiveness	  of	  the	  endorser	  A	   variable	   that	  may	  modify	   the	   perceptions	   of	   the	   advertisement	   on	   a	   simple	  positive-­‐negative	   scale	   is	  distinctiveness.	  Mowen	  &	  Brown8	   conducted	   research	  on	  endorsements	  using	  distinctiveness	  as	  one	  of	  three	  variables	  that	  affected	  the	  effectiveness	  of	  an	  endorsement.	  The	  concept	  relates	  to	  the	  amount	  of	  products	  each	   celebrity	   has	   endorsed:	   the	   more	   products,	   the	   less	   distinctiveness	   –	  making	  the	  consumer	  suspicious	  of	  the	  credibility	  of	  the	  endorser.	  It	  is	  expected	  that	   the	   focus	   group	   members	   will	   refer	   to	   distinctiveness,	   creating	   a	   bias	   in	  their	  interpretation	  of	  the	  fit	  of	  the	  endorser	  and	  the	  product.	  This	  must	  be	  kept	  in	  mind	  when	  concluding	  on	  the	  fit.	  	  
Matching	  up	  A	   body	   of	   research	   into	   the	   match-­‐up	   hypothesis	   has	   produced	   insights	   that	  support	  the	  above	  line	  of	  thinking7,	  8,	  9.	  Researchers	  in	  this	  area	  have	  found	  that	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  7	  James	  Lynch	  &	  Drue	  Schuler:	  The	  Matchup	  Effect	  of	  Spokesperson	  and	  Product	  Congruency:	  A	  Schema	  Theory	  Interpretation.	  Psychology	  &	  Marketing.	  Vol	  11.	  No	  5.	  
age	   and	   gender	   affect	   the	   effectiveness	   of	   endorsers	   (ibid).	   For	   instance,	  muscularity	  was	  found	  to	  be	  conducive	  to	  perceived	  expertise	  in	  health	  matters	  (ibid).	  Physical	  attractiveness	  was	   found	  to	  be	  conducive	   to	  expertise	   in	  sexual	  matters,	   et	   cetera	   (ibid).	   It	   is	   thus	   important	   for	   advertisers,	   several	   of	   the	  authors	   conclude,	   to	   conduct	   thorough	   (focus	   group)	   research	   into	   the	   target	  audience’s	   perception	   of	   the	   endorser	   and	   the	   product	   respectively,	   so	   as	   to	  make	   the	   right	   fit.	   An	   experimental	   example,	   using	   Paul	   Newman	   versus	   an	  anonymous	   student	   endorser	   to	   sell	   a	   ballpoint	   pen,	   proved	   the	   point:	   the	  anonymous	   student	   endorser	   proved	   to	   have	   more	   perceived	   expertise	   in	  ballpoint	   pens	   than	   Paul	   Newman,	   and	  was	   thus	  more	   effective	   at	   selling	   it	   –	  regardless	  of	  Paul	  Newman’s	  celebrity	  status10.	  	  This	  paper	  will	  continue	  the	  work	  done	  by	  McCracken	  on	  endorsers	  as	  carriers	  of	  meanings.	  It	  will	  seek	  to	  pinpoint	  meanings	  that	  the	  audience	  associates	  with	  the	  endorsers,	  and	  the	  products.	  These	  lists	  of	  meanings	  will	  then	  be	  compared,	  and	   conclude	   on	   the	   fit,	  or	  match-­‐up	   of	   the	   three	   celebrities	   and	   the	   products.	  Can	   we	   expect	   Kentucky	   Fried	   Chicken	   to	   benefit	   from	   Cristiano	   Ronaldo	  endorsing	   their	   product?	   Does	   Herbalife	   benefit	   from	   their	   endorsement	   deal	  with	  Messi?	  Do	  the	  meanings	  the	  focus	  groups	  associate	  with	  Ibrahimovic	  match	  up	  with	  those	  they	  associate	  with	  Volvo?	  	  This	  leads	  to	  the	  research	  questions:	  
Research	  questions	  
1. To	  what	  extent	  does	  the	  audience	  know	  of	  the	  celebrity	  endorsers	  
beforehand?	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  Brown:	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Audience	  members	  may	   be	  more	   or	   less	   interested	   in	   football,	   in	  which	   these	  celebrities	  are	  particularly	  popular.	  There	   is	  no	  doubt	   that	   their	  reach	   is	  wider	  than	   just	   football	   fans	   –	   but	   how	   (much)	   do	   they	   figure	   in	   the	   heads	   of	   those	  interested	  in	  football	  versus	  those	  who	  are	  not?	  This	  research	  question	  attempts	  to	   capture	   the	  potential	   difference	   in	  power	   that	   each	   celebrity	  holds	  over	   the	  audience.	  The	  more	  meanings,	  and	  the	  stronger	  they	   figure	   in	   the	  minds	  of	   the	  audience,	  the	  more	  power.	  	  
	  
	  
2. What	   meanings	   does	   the	   audience	   associate	   with	   the	   celebrity	  
endorsers	  after	  being	  shown	  each	  advertisement?	  	  The	   celebrities’	   images	   are	   not	   static.	   Advertisements	   are	   communicative	  constructs	  that	  may	  also	  have	  an	  effect	  on	  the	  celebrity’s	  image	  –	  which	  in	  turn	  has	   an	   effect	   on	   the	   brand,	   and	   on	   the	   advertisement	   campaign,	   forming	   a	  continuous	   dynamic	   relationship.	   This	   research	   question	   is	   designed	   to	   delve	  into	  this	  relationship.	  
	  
	   3. What	  meanings	  does	  the	  audience	  associate	  with	  the	  brand?	  	  	  The	   primary	   aim	  of	   this	   paper	   is	   to	   conclude	   on	   the	   fit	   between	   endorser	   and	  brand.	   This	   of	   course	   means	   that	   the	   results	   of	   research	   question	   (2)	   will	   be	  compared	   with	   the	   gathered	   (and	   digested)	   data	   on	   the	   perception	   of	   the	  corresponding	  brand.	  Thus	  it	  will	  be	  possible	  to	  conclude	  on	  the	  fit.	  	  	  
4. How	  well	  do	  these	  three	  sets	  of	  meanings	  cohere?	  	  It	   is	   assumed	   that	   a	   coherent	  message	   is	  more	   readily	   accepted.	   Reducing	   the	  advertisements	   to	  parts	  make	   them	  more	  available	   to	  analysis.	  The	  aim	  of	   this	  exercise	  is	  to	  conclude	  on	  the	  message	  as	  a	  whole	  –	  and	  on	  which	  parts	  may	  be	  adjusted	   this	   or	   that	   way	   in	   order	   to	   make	   a	   more	   coherent	   and	   effective	  
message.	   The	   analysis	   of	   these	   six	   examples	   of	   advertisements	   will	   thus	   be	  available	  for	  the	  improvement	  of	  future	  communication.	  	  This	  of	  course	  brings	  into	  mind	  the	  generalizability	  of	  this	  study.	  How	  typical	  are	  these	   advertisements?	   Each	   advertisement	   (see	   the	   following	   section)	   –	   are	  simple	  presentations	  of	  a	  celebrity	  with	  a	  product.	  	  	  They	  are	  using	  the	  product…	   	  
• Zlatan	  Ibrahimovic	  is	  shown	  using	  a	  Volvo	  car.	  
• Cristiano	  Ronaldo	  is	  shown	  wearing	  the	  Tag	  Heuer	  watch.	  
• Lionel	  Messi	  is	  shown	  wearing	  the	  Audemars	  Piguet	  watch.	  	  …or	  they	  are	  presenting	  it:	  
• Ibrahimovic	   is	   shown	   alongside	   a	   text	   announcing	   him	   as	   Vitamin	  Well’s	  “new	  friend.”	  
• Ronaldo	  is	  shown	  holding	  a	  bucket	  of	  Kentucky	  Fried	  Chicken.	  
• Lionel	   Messi	   is	   shown	   holding	   a	   glass	   of	   an	   unspecified	   Herbalife	  product.	  	  To	  be	  shown	  using,	  or	  simply	  presenting	  the	  product	  is	  and	  has	  always	  been	  the	  typical	  way	  of	  endorsing	  it.	  Whether	  it	  makes	  a	  difference	  if	  the	  celebrity	  is	  using,	  or	  presenting	   the	  product	  will	  be	   looked	   into	   later	  on	   in	   this	  paper:	  both	   focus	  groups	  made	  remarks	  on	  this	  choice	  of	  style.	  	  	  Further	  analysis	  into	  the	  style	  I	  judge	  is	  not	  necessary:	  	  
• Neither	   of	   the	   focus	   groups	   spoke	   about	   style	   apart	   from	   the	  abovementioned	  remarks.	  	  
• The	  design	  of	  the	  advertisements	  is	  very	  simple.	  	  
Hypotheses	  Six	  examples	  have	  been	  chosen	  for	  their	  distinctiveness.	  Some	  are	  expected	  to	  be	  a	  good	  fit,	  some	  a	  bad	  fit.	  	  
Three	  of	  them	  are	  seen	  on	  the	  cover	  page	  of	  this	  paper.	  Based	  on	  the	  meanings	  this	  researcher	  associates	  with	  the	  celebrities,	  and	  with	  the	  brands,	  I	  will	  outline	  why	  the	  six	  examples	  have	  been	  categorized	  as	  they	  have.	  
	  
Example	  1:	  Zlatan	  Ibrahimovic	  for	  Volvo.	  Bad	  fit.	  https://www.youtube.com/watch?v=cbvdzQ7uVPc	  	  Zlatan	  is	  known	  for	  fishing,	  hiking	  and	  hunting	  in	  the	  Swedish	  wilderness	  in	  his	  spare	   time.	  His	  Facebook	   profile	   hosts	  many	  posts	   from	   these	   trips.	   The	  Volvo	  that	   he	   is	   promoting	   is	   a	   four-­‐wheel	   drive.	   It	   can	   take	   Zlatan	   to	   his	   favourite	  places	  in	  the	  wilderness.	  The	  advertisement	  is	  a	  tableau	  of	  sequences	  involving	  the	   endorser	   hunting	   in	   the	   Swedish	   wilderness.	   The	   soundtrack	   to	   the	  advertisement	   is	   a	   recital	   (by	   Ibrahimovic)	   of	   the	   Swedish	   national	   anthem,	   a	  paean	   to	   the	   free,	   silent	   and	   beautiful	   Sweden	   of	   the	   North;	   and	   of	   the	   high	  mountains.	   	  The	  advert,	  ending	  with	  a	  shot	  of	   Ibrahimovic	  taking	  aim	  at	  a	  deer	  with	   his	   rifle,	   of	   verse	   two:	   I	   want	   to	   live,	   I	   want	   to	   die	   in	   the	   North	   (in	   the	  
original)/Sweden	  (in	  the	  advert)	  could	  is	  laden	  with	  macho	  pathos.	  	  Ibrahimovic	  is	  an	  individualist	  in	  his	  style	  of	  play,	  his	  build,	  haircut,	  tattoos,	  and	  general	   looks.	   Comments	   to	   the	  media	   such	   as:	   I	   am	  never	   late.	   Practice	   starts	  
when	  Zlatan	  is	  ready11	  –	  notice	  him	  referring	  to	  himself	  in	  the	  third	  person	  –	  add	  to	   this	   air	   of	   individualism.	   The	   advertisement	   builds	   on	   this.	   Alone	   in	   the	  wilderness.	   Volvo	   produces	   family	   cars	   known	   for	   their	   safety12;	   not	   exactly	  coherent	  with	   the	   associations	   one	  might	  make	   to	   Zlatan	   Ibrahimovic,	   and	   the	  advertisement.	   One	   shot	   in	   the	   advertisement	   inspires	   some	   perception	   of	  Ibrahimovic	  as	  a	  family	  man,	  though:	  waking	  up	  in	  the	  morning	  next	  to	  his	  wife,	  giving	  her	  a	  caring	  kiss.	  Family	  values	  are	  closely	  connected	  with	  security	  –	  as	  is	  seen	  with	  Lionel	  Messi	  in	  the	  focus	  group	  session	  further	  on	  in	  the	  paper.	  	  	  
Example	  2:	  Zlatan	  Ibrahimovic	  for	  Vitamin	  Well.	  Good	  fit.	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  11	  https://www.youtube.com/watch?v=T5tYPYCg3Vc	  12	  http://www.whatcar.com/car-­‐reviews/volvo/xc60-­‐crossover/summary/25808-­‐3	  
	  Zlatan	   is	   an	   athlete	   and	   so	   has	   an	   interest	   and	   perceived	   expertise	   in	   staying	  healthy.	  Vitamin	  Well	  sells	  itself	  as	  –	  the	  name	  –	  a	  healthy	  drink.	  The	  advertisement	  seeks	  to	  signal	  purity	  –	  clear	  water	  –	  and	  strength	  –	  bulging	  neck	  muscles.	  	  
Example	  3:	  Cristiano	  Ronaldo	  for	  Kentucky	  Fried	  Chicken.	  Bad	  fit.	  
	  Cristiano	   Ronaldo	   is	   known	   for	   being	   extremely	   driven,	   hard-­‐working	   and	  dedicated	   to	   being	   the	   best	   in	   his	   profession13.	   One	   would	   expect	   him	   to	   eat	  healthily.	  Kentucky	  Fried	  Chicken	  (KFC)	  is	  a	  fast	  food	  chain	  and	  its	  products	  are	  generally	  accepted	  to	  be	  rather	  unhealthy.	  I	  expect	  the	  focus	  group	  to	  judge	  this	  a	  bad	  fit.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  13	  http://bleacherreport.com/articles/1339178-­‐cristiano-­‐ronaldo-­‐is-­‐a-­‐perfect-­‐example-­‐of-­‐how-­‐work-­‐ethic-­‐can-­‐ignite-­‐a-­‐career	  
	  
Example	  4:	  Cristiano	  Ronaldo	  for	  Tag	  Heuer.	  Good	  fit.	  
	  	  Ronaldo	  is	  the	  new	  face	  of	  Tag	  Heuer,	  following	  others	  such	  as	  Shah	  Rukh	  Khan,	  Brad	  Pitt,	  Tiger	  Woods,	  Roger	  Federer	  and	  Leonardo	  diCaprio.	   Interpreting	   the	  values	   of	   the	   brand	   from	   their	   long-­‐term	   campaigns	   using	   the	   above	   faces	   –	  meanings	   associated	   with	   this	   brand	   are	   success	   and	   masculinity.	   To	   many,	  Ronaldo	   represents	   an	   ultimate	   form	   of	  masculinity14	  –	   in	   terms	   of	   the	   classic	  values	  of	  fitness	  and	  success	  he	  ticks	  all	  the	  boxes.	  Thus	  a	  specific	  target	  group	  may	  be	  highly	  attracted	  by	  this	  endorsement	  –	  while	  others	  may	  be	  dissuaded.	  As	   suggested	   above,	   Ronaldo	   is	   a	   polarizing	   figure15.	   He	   may	   confer	   highly	  negative	  as	  well	  as	  highly	  positive	  meanings	  on	  the	  brands	  he	  endorses.	  	  	  
	  
	  
	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  14	  http://cristiano-­‐ronaldo-­‐superhero.tumblr.com	  15	  http://bleacherreport.com/articles/61444-­‐why-­‐the-­‐world-­‐hates-­‐cristiano-­‐ronaldo	  
Example	  5:	  Lionel	  Messi	  for	  Herbalife.	  Good	  fit.	  
	  	  Lionel	  Messi	  is	  a	  high-­‐performance	  athlete.	  Herbalife	  sells	  nutritional,	  or	  protein	  
shakes	  as	  they	  are	  more	  commonly	  known	  –	  whey	  protein	  in	  powder	  form	  with	  added	   nutrition,	   mixed	   with	   milk	   or	   water	   to	   produce	   a	   fast	   and	   easy	  supplementary	  meal.	   It	  may	  be	  considered	  a	   sports	  drink,	   aimed	  at	   consumers	  who	  are	  performance-­‐and-­‐health-­‐conscious.	  An	  athlete	  such	  as	  Messi	  would	  be	  expected	  to	  be	  health-­‐conscious.	  	  	  
Example	  6:	  Lionel	  Messi	  for	  Audemars	  Piguet.	  Fit?	  
	  
	  Whereas	  Messi’s	  eternal	  opponent,	  the	  other	  best	  player	  in	  the	  world,	  Ronaldo,	  is	  very	   much	   pictured	   as	   a	   masculine	   juggernaut	   –	   somewhat	   alike	   Zlatan	  Ibrahimovic	   –	   Messi	   is	   often	   called	   el	  magico16	  or	   the	   little	  magician17.	  Words	  such	  as	  ballet18,	  19	  and	  indeed	  magic20	  are	  commonly	  used	  when	  describing	  him.	  This	   suggests	   that	  he	   carries	   a	  different	   set	   of	  meanings	   –	  more	   elegance	   than	  power.	  	  	  
Methodology	  In	   the	   following	   chapter	   I	   will	   discuss	   the	   appropriateness	   of	   the	   research	  method.	  	  	  Why	  a	  focus	  group?	  It	  is	  for	  most	  the	  first	  data	  collection	  method	  that	  springs	  to	  mind	   when	   one	   is	   to	   research	  marketing.	  Why?	   A	   dialogue	   with	   five	   or	  more	  people	   often	   provides	   for	   a	   more	   natural	   expression	   of	   perceptions	   from	   the	  individuals.	  They	  forget	  about	  pleasing	  the	  researcher,	  and	  become	  absorbed	  in	  the	  situation	  –	  ideally.	  	  	  Products	  are	  also	  socially	   important	  objects.	   In	  any	  consumer	  society,	  products	  are	  a	  large	  part	  of	  building	  anyone’s	  identity.	  Do	  you	  wear	  clothes	  that	  make	  you	  look	   anonymous,	   or	   out	   of	   the	   ordinary?	   Do	   you	   support	   Real	   Madrid	   or	  Barcelona?	   Studies	   have	   shown	   that	   more	   than	   8	   in	   10	   Spanish	   football	   fans	  support	  either	  Barcelona	  or	  Real	  Madrid	  –	  aside	  from	  their	  local,	  primary	  team21.	  Ask	   any	   football	   fan	   in	   the	   world:	   Ronaldo	   or	   Messi?	   and	   the	   majority	   will	  probably	  answer	  one	  or	  the	  other.	  	  Research	   into	   fitting	   the	   endorser	  with	   the	   target	   group	   has	   produced	   results	  such	  as:	  being	  young	  will	  make	  you	  more	  susceptible	  to	  idols	  in	  many	  instances;	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  16	  https://www.youtube.com/watch?v=z5TnGc064tE	  17	  https://www.youtube.com/watch?v=0b7bT267F6c	  18	  http://bleacherreport.com/articles/1780914-­‐messi-­‐teaches-­‐ballet-­‐puyol-­‐heads-­‐plantpot-­‐as-­‐barcelona-­‐star-­‐in-­‐qatar-­‐airways-­‐ad	  19	  http://www.bbc.com/sport/0/football/28180558	  20	  http://www.goal.com/en/match/barcelona-­‐vs-­‐bayern-­‐m%C3%BCnchen/2030150/report	  21	  Sid	  Lowe:	  Fear	  and	  Loathing	  in	  La	  Liga3.	  Vintage	  Publishing.	  London.	  2013.	  
being	  a	  football	  fan	  will	  make	  you	  listen	  harder	  to	  Lionel	  Messi22.	  Learning	  from	  this	   research,	   the	   selection	   of	   the	   focus	   group	  will	   control	   for	   football	   fans,	   as	  they	  will	  likely	  be	  biased,	  defending	  their	  preferred	  footballer.	  	  Celebrities,	  then,	  are	  products	  in	  the	  marketplace	  as	  well.	  They	  are	  used	  to	  build	  identity,	   and	   to	   signal	   it	   to	  others.	  Who	  am	   I?	  Look	  at	  my	   consumption	  habits,	  and	  my	  likes	  on	  Facebook.	  	  Out	  of	  all	  experimental	  designs,	  a	  focus	  group	  is	  the	  closest	  to	  a	  natural	  situation.	  In	  the	  focus	  groups	  for	  this	  paper,	  we	  will	  hopefully	  be	  able	  to	  see	  how	  the	  three	  superstars,	  among	  the	  best-­‐known	  faces	  on	  the	  planet,	  are	  used	  –	  and	  how	  the	  products	  they	  endorse	  are	  used	  in	  a	  social	  situation.	  	  	  We	  will	  also,	  importantly,	  by	  directing	  the	  conversation,	  be	  able	  to	  see	  how	  well	  the	  endorsements	  work:	  which	  products	  are	  able	  to	  make	  the	  celebrity’s	  strong	  values	  stick	  to	  them?	  Which	  elicit	  strong	  responses?	  Which	  cause	  people	  to	  flock	  to	   this	  or	   that	  celebrity’s	  side,	  or	  vice	  versa?	  And	  which	  do	  not	   fit:	  which	   leave	  the	  audience	  nonplussed?	  
Experimental	  design	  Members	  of	  the	  first	  focus	  group	  were	  found	  through	  friends	  and	  acquaintances	  at	   the	   dorm,	   and	   friends	   and	   acquaintances	   of	   acquaintances;	   snowballing.	  Potential	   focus	   group	   members	   were	   informed	   that	   they	   would	   be	   looking	   at	  advertisements	  featuring	  football	  stars.	  Members	  were	  selected	  from	  two	  target	  groups:	   football	   fans	   and	   non-­‐football	   fans	   to	   test	   for	   possible	   bias	   among	   the	  football	  fans.	  All	  members	  had	  to	  be	  familiar	  with	  the	  celebrities.	  	  The	  focus	  group	  as	  presented	  with	  a	  table	  of	  cake,	  coffee,	  tea	  and	  fruit,	  and	  then	  briefed	   on	   the	   task	   ahead.	   After	   the	   discussion,	   the	   group	  was	  with	   presented	  with	  the	  advertisements	   in	  print,	  and	  told	  to	  write	  whatever	  associations	  come	  to	  mind	  on	   the	  Post-­‐Its	  and	   stick	   them	  onto	   the	   advertisement.	   This	   technique	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  22	  Consuelo	  Lauda	  Kertz	  &	  Roobina	  Ohanian:	  Source	  Credibility,	  Legal	  Liability,	  and	  the	  Law	  of	  Endorsements.	  Journal	  of	  Public	  Policy	  &	  Marketing.	  Vol	  11.	  	  	  
was	   intended	   to	   make	   the	   session	   more	   engaging,	   and	   to	   elicit	   short,	   more	  immediate	  reactions	  to	  the	  advertisement	  –	  but	  would	  perhaps	  have	  been	  more	  effective	  in	  making	  the	  session	  more	  engaging	  had	  it	  been	  done	  in	  the	  beginning	  of	  the	  session.	  	  When	   gathering	   data	   using	   a	   focus	   group,	   it	   is	   important	   to	   be	   mindful	   of	  experimenter’s	  bias	  –	  and	  even	  more	  so	  when	  there	  is	  only	  one	  researcher.	  This	  may	  compromise	  validity.	  This	  effect	  will	  be	  mitigated	  through	  dialogue	  with	  the	  project	   supervisor.	   Also,	   a	   thorough	   description	   of	   the	   relevant	   data,	   and	   how	  conclusions	  were	  reached,	  will	  be	  part	  of	  the	  report.	  	  	  The	  focus	  group	  itself	  may	  also	  cause	  issues:	  	  
• Groupthink	   occurs	   in	   a	   social	   setting	   when	   a	   desire	   for	   harmony	   cause	  individuals	  to	  not	  voice	  their	  opinions	  or	  choose	  to	  adhere	  to	  an	  opinion	  voiced	  by	  another	  group	  member.	  I	  will	  seek	  to	  avoid	  the	  first	  effect,	  and	  mitigate	  the	  second	  by	  acting	  as	  a	  mediator	  and	  ensuring	  as	  best	  possible	  that	  all	  focus	  group	  members	  are	  voicing	  their	  opinions.	  
• Social	  desirability	  bias:	  group	  members	  may	  moderate	  their	  statements	  in	  order	  to	  not	  be	  seen	  unfavourably	  to	  others.	  To	  maintain	  validity,	  I	  plan	  to	  ask,	  “I	  hear	  you	  saying	  this	  [clarified	  statement].	  Is	  that	  right?”	  when	  aware	  of	  signs	  of	  this	  effect.	  A	  sentence	  of	  this	  type	  is	  designed	  to	  verify	  that	  the	  researcher	   and	   focus	   group	   member	   are	   on	   the	   same	   level	   of	  understanding.	  
• Pleasing	   the	   researcher:	   There	   is	   a	   risk	   that	   focus	   groups	  will	   feel	   (and	  follow)	   a	   desire	   to	   help	   the	   researcher	   reach	   his	   or	   her	   desired	  conclusion.	   	  Hoping	   to	  avoid	   this,	   I	  have	  chosen	  to	  have	   the	  session	   in	  a	  homely	  environment	   familiar	   to	   the	   focus	  group	  members	  –	   indeed,	   the	  group	  members’	   own	   home.	   The	   study	  will	   be	   performed	   in	   a	   common	  area	   of	   the	   dorm	   in	   which	   they	   live.	   In	   this	   setting	   the	   focus	   group	  members,	   it	   is	   expected,	   will	   more	   easily	   ‘lose	   themselves’	   in	   the	  conversation	   and	   produce	   more	   immediate	   –	   unfiltered,	   if	   you	   will	   –	  conversation:	   they	   will	   not	   be	   leading	   the	   conversation	   with	   a	  metadiscursive	  goal.	  	  	  
	  
Conception	  of	  the	  focus	  group	  members:	  reflective	  or	  reflexive?	  Kim	   Schrøder’s	   multidimensional	   model	   for	   reception	   analysis23	  will	   form	   the	  theoretical	  basis	  for	  the	  interpretation	  of	  the	  data.	  	  The	  model	  assumes	  that	  texts	  are	  inherently	  polysemic	  i.e.	  carrying	  a	  potentially	  infinite	  set	  of	  meanings.	  Each	  person	  may	  –	  will	  –	  understand	  it	  slightly	  different	  to	   the	   next.	   The	   challenge	   then	   is	   to	   first	   have	   the	   audience	   vocalise	   this	  interpretation,	  and	  next,	  to	  codify	  it	  so	  as	  to	  be	  able	  to	  compare.	  	  	  As	  mentioned	  in	  the	   literature	  review,	  transmission	  models	  were	  dominant	  the	  early	   half	   of	   the	   20th	   century;	   Stuart	   Hall’s	  model	  was	   a	   deliberate	   attempt	   to	  place	  the	  audience	  in	  the	  centre	  of	  focus	  for	  researchers.	  	  Schrøder’s	  model	  builds	  on	  Stuart	  Hall’s	  ideas	  on	  the	  positioning	  of	  the	  reader:	  
• When	   the	   communicative	   codes	   of	   encoder	   and	   recipient	   align	   closely,	  one	  may	  call	  it	  a	  dominant	  reading	  (a	  remnant	  from	  the	  Marxist	  origins	  of	  Stuart	  Hall’s	  theory).	  
• A	  “partial”	  (ibid)	  sharing	  of	  codes	  between	  encoder	  and	  recipient	  may	  be	  considered	  a	  negotiated	  reading.	  	  
• An	  oppositional	  reading	  occurs	  when	  there	   is	  a	   “radical”(ibid)	  difference	  in	  readings.	  	  We	   now	  have	   a	   spectrum	   on	  which	   to	   place	   the	   audience’s	   interpretations.	   At	  one	  extreme	  the	  encoder	  can	  be	  said	  to	  have	  transmitted	  or	  communicated	  his	  message	  completely.	  At	  the	  other	  end,	  the	  result	  is	  complete	  disagreement.	  In	  his	  research	   on	   advertisements24 ,	   Schrøder	   replaces	   the	   names	   dominant	   with	  
sympathetic,	  partial	  with	  agnostic	   and	   oppositional	  with	   cynical.	  The	   change	   of	  name	  marks	  the	  changing	  perception	  of	  the	  consumer	  from	  passive	  recipient	  to	  active	  participant.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  23	  Kim	  Schrøder:	  Reception	  analysis.	  In:	  The	  International	  Encyclopaedia	  of	  Political	  
Communication.	  24	  Schrøder,	  Kim	  et	  al.	  (2003).	  “Reception	  Research	  in	  Practice:	  Researching	  Media	  Meanings	  through	  Talk”,	  p.	  105-­‐120,	  in	  Schrøder	  et	  al.,	  Researching	  Audiences.	  London:	  Arnold.	  
The	  spectrum	  –	  divided	  into	  three	  –	  aids	  the	  production	  of	  generalisations	  (ibid).	  	  Schrøder	   developed	  Hall’s	   thoughts	   into	   a	  multidimensional	  model,	   seeking	   to	  understand	   the	   motivation,	   understanding,	   aesthetic	   awareness	   and	   attitude	  towards	   advertisements.	   Quoting	   Anthony	   Giddens	   (ibid),	   consumers	   are	  
knowledgeable	   agents,	   and	   should	   not	   be	   treated	   as	   simply	   receivers	   of	  information,	  as	  they	  were	  in	  the	  propaganda	  research	  and	  production	  theoretical	  field.	  	  This	   has	   implications	   for	   the	   appropriate	   approach	   to	   research	   using	   focus	  groups.	   	   Grant	   McCracken’s	   decision	   to	   move	   away	   from	   source	   credibility	  models	   stems	   from	   his	   belief	   that	   consumers	   were	   more	   reflective	   than	   the	  simple	  sender-­‐receiver	  model	   that	  was	   the	  basis	  of	  propaganda	  research	  using	  source	  credibility	  theory5.	  	  This	  led	  to	  their	  theoretical	  divorce	  from	  what	  is	  now	  called	  the	  cybernetic	  tradition	  (ibid).	  	  Referring	   again	   to	   the	   course	   literature	   on	   communication	   as	   a	   heterogeneous	  field	   (ibid),	   this	   research	   can	   be	   placed	   in	   the	   phenomenological	   tradition.	   It	  seeks	   to	   investigate	   the	  variations	  and	   similarities	   in	  how	  different	   individuals	  experience	   the	   same	  world	  by	  vocal	   inquiry.	  Phenomenology	  may	  be	   criticised	  for	  assuming	  that	  individuals	  are	  conscious	  of	  the	  thought	  processes	  into	  which	  we	   are	   inquiring;	   that	   advertisements	   really	   tap	   into	   the	   unconscious	   in	   and	  
manipulates	   the	   audience.	   This	   is	   a	   valid	   critique,	   and	   perhaps	   a	   flaw	   of	   this	  method	   of	   inquiry	   –	   but	   the	   negative	   effect	   may	   be	   mitigated	   by	   an	   adept	  inquirer,	   or	   mediator,	   asking	   the	   right	   questions,	   and	   by	   selecting	   the	   right	  individuals.	   In	   this	   study,	   the	   focus	   group	   members	   were	   all	   university	   or	  university	  college	  students	  and	  proved	  to	  be	  well	  aware	  of	  the	  ways	  in	  which	  an	  advertisement	   seeks	   to	   manipulate	   the	   consumer.	   The	   amount	   of	   information	  missed	   due	   to	   the	   audience	   being	   unaware	   of	   their	   thought	   processes	   is	  relatively	  insignificant.	  	  
Performing	  the	  experiment	  In	  this	  section	  I	  will	  present	  the	  data	  gathered	  from	  the	  two	  focus	  group	  sessions.	  
	  
Focus	  group	  1	  Focus	  group	  1	   consisted	  of	   six	  women.	  Each	  was	   told	   in	  advance	  only	   that	   the	  study	  would	  relate	  to	  celebrities.	  The	  session	  took	  place	  on	  a	  Sunday	  afternoon.	  Rhubarb	  pie	   had	   been	  promised	   to	   lure	   the	   participants,	   and	   cake	  was	   indeed	  served	  and	  eaten	  before	  the	  interview.	  Chatter	  ensued.	  All	  in	  all	  twenty	  to	  fourty	  minutes	  passed	  before	  the	  session	  began.	  The	  atmosphere	  then	  was	  comfortable	  and	   the	   respondents	   had	  warmed	   up	   their	   tongues,	   as	  was	   intended	  with	   the	  cake	  and	  the	  familiar	  environment.	  	  	  Sat	  down	  on	  two	  couches,	  the	  focus	  group	  was	  then	  presented	  with	  the	  format	  of	  the	  study:	  you	  will	  be	  shown	  an	  advertisement.	  I	  want	  you	  to	  speak	  openly	  about	  
what	   you	   think	   of	   the	   advertisement,	   particularly	   if	   you	   think	   the	   celebrity	   is	   an	  
appropriate	  face	  for	  the	  brand.	  The	  advertisements	  were	  shown	  one	  by	  one	  on	  this	  researcher’s	  laptop;	  a	  13.3-­‐inch	   screen	  which	   in	   retrospect	  may	  have	  been	   too	   small	   for	   a	   group	  of	   seven	  people.	   Nonetheless,	   no	  members	   of	   the	   focus	   group	   expressed	   dissatisfaction	  with	  the	  size	  of	  the	  screen.	  	  I	  was	  both	   the	  observer	  and	  mediator	  and	  may	  have	  been	  at	   a	   loss	   to	  observe	  had	  the	  group	  been	  a	  less	  talkative	  one.	  I	  was	  fortunate,	  though,	  that	  several	  of	  the	   focus	   group	   members	   independently	   initiated	   conversation	   on	   the	  advertisement	  immediately	  after	  it	  ended.	  	  	  This	   of	   course	   brings	   to	   mind	   the	   previously	   mentioned	   danger	   of	   the	   focus	  group	   members	   wishing	   to	   please	   the	   researcher.	   This	   can	   be	   particularly	  dangerous	  the	  more	  connected	  the	  members	  are	  to	  the	  researcher.	  In	  this	  case,	  a	  tenuous	   connection	   –	   classmates	   of	   a	   friend	   –	   is	   present.	   I	   did	   not	   deem	   this	  connection	  strong	  enough	  to	  present	  any	  noteworthy	  challenges.	  	  	  
Concerning	   the	   danger	   of	   the	   focus	   group	   members	   assuming	   the	   role	   of	   a	  researcher	  (causing	  observations	  to	  be	  more	  filtered):	  I	  did	  not	  deem	  the	  mental	  exercise	  of	  speaking	  about	  the	  appropriateness	  of	  an	  endorser	  to	  the	  brand	  he	  or	  she	  is	  endorsing	  to	  be	  outside	  of	  common	  sense	  conversation	  on	  advertisements	  –	   in	   the	   sense	   that	   one	   might,	   from	   the	   couch	   at	   home,	   make	   an	   off-­‐the-­‐cuff	  remark	  to	  ones	  friend	  on	  the	  appropriateness	  of	  celebrity	  X	  promoting	  brand	  Y;	  in	  particular	  if	  one	  is	  familiar	  with	  the	  celebrity	  and	  thus	  has	  a	  set	  of	  associated	  meanings	  with	  him	  or	  her	  beforehand,	  or	  in	  the	  case	  of	  a	  surprising	  (-­‐ly	  bad)	  fit.	  	  	  An	  alternative	  may	  have	  been	  to	  present	  the	  group	  with	  a	  list	  of	  traits	  that	  they	  could	  attribute	  to	  endorser	  and	  brand.	  This	  could	  have	  been	  done	  with	  a	  survey,	  increasing	   the	   number	   of	   respondents	   and	   thus	   the	   generalizability	   of	   the	  results.	  	  	  It	  is	  clear	  from	  re-­‐watching	  the	  session	  that	  the	  members	  of	  this	  group	  wanted	  to	  ‘do	   a	   good	   job’	   in	   their	   role	   as	   focus	   group	  members.	  This	   led	   to	   a	  plethora	  of	  associations	  and	  reflections,	  but	  also	  to	  (a	  part	  of)	  the	  group	  in	  essence	  taking	  on	  the	  role	  of	  the	  researcher.	  It	  is	  not	  entirely	  clear	  to	  me	  if	  and	  how	  this	  could	  have	  been	  avoided,	  if	  indeed	  it	  should	  have	  been.	  Informing	  the	  focus	  groups	  that	  they	  should	  talk	  about	  the	  appropriateness	  of	  each	  endorser	  to	  the	  respective	  brand	  endorsed	  proved	  to	  spark	  reflection	  and	  conversation.	   It	  may	  though	  also	  have	  caused	  other	  associations	  to	  remain	  unspoken.	  	  The	  mediating	  role	  was	  therefore	  quite	  significant,	  particularly	  in	  this	  the	  first	  of	  six	   parts	   of	   the	   focus	   group	   interview.	   Often	   the	   conversation	   degenerated,	  sidetracking	  and	  going	  down	  alleys	  unrelated	  to	  the	  research	  question.	  	  Perhaps	   a	   more	   detailed	   primer	   on	   what	   was	   expected	   of	   the	   focus	   group	  members	  would	  have	  prevented	  them	  from	  taking	  on	  the	  role	  of	  analyst.	  Perhaps	  a	  different	  experimental	  design	  would	  have	  elicited	  more	  immediate	  responses.	  	  	  
This	  danger	  was	  clear	  to	  me	  from	  before	  the	  focus	  group	  sessions.	  I	  was	  aware	  that	   this	   could	   compromise	   the	   data.	   Therefore,	   I	   chose	   to	   supplement	   the	  interview	  with	  an	  exercise:	  	  Printouts	  of	  the	  respective	  advertisements	  were	  distributed	  to	  the	  group,	  along	  with	   a	   block	   of	   Post-­‐Its	   and	   a	   ballpoint	   pen.	   Each	   focus	   group	   member	   was	  instructed	   to	   write	   down	   associations	   that	   came	   to	   their	   mind.	   Thus,	   a	   more	  immediate	  response	  would	  be	  given.	  	  	  This	  exercise	  was	  performed	  after	  the	  interview.	  This	  may	  have	  been	  a	  mistake:	  the	  ‘associations’	  that	  the	  focus	  group	  members	  wrote	  down	  on	  the	  Post-­‐Its	  were	  simply	  re-­‐hashed	  from	  the	  points	  made	  the	  foregoing	  interview.	  “Does	  not	  work”	  was	   even	   suggested	   in	   response	   to	   the	   third	   example,	   Cristiano	   Ronaldo	   for	  
Kentucky	  Fried	  Chicken	  –	  meaning	  a	  ‘bad	  fit’.	  Had	  this	  exercise	  been	  performed	  prior	  to	  the	  interview,	  perhaps	  it	  would	  have	  provided	  more	  salient	  data,	  i.e.	  an	  experimental	  design	  like	  so:	  	   1. Display	  advertisements	  to	  focus	  group	  2. Perform	  Post-­‐It	  exercise	  3. Display	  advertisements	  once	  again	  4. Perform	  interview	  	  This	  method	  could	  have	  affected	  the	  interview	  positively.	  The	  focus	  group	  would	  have	   produced	   some	  more	   immediate	   associations	   in	   the	  Post-­‐It	  exercise,	   and	  hence	  been	  able	  to	  elaborate	  with	  the	  aid	  of	  the	  mediator.	  	  It	  is,	  though,	  not	  even	  certain	  if	  in	  this	  case	  the	  members	  acting	  as	  researchers	  in	  their	  application	  of	  thoughtful	  analysis	  and	  many	  times	  concluding:	  I	  think	  it’s	  a	  
good	   fit	   or	   I	   think	   it’s	   a	   bad	   fit	   is	   a	   negative	   issue	   for	   the	   production	   valid	  conclusions.	  It	  certainly	  produced	  data.	  	  	  The	   first	   of	   six	  parts	  of	   the	   session	  with	   focus	   group	  1	   captured	  a	  picture	  of	   a	  crossover	  ad	  seeking	  to	  build	  a	  bridge	  between	  the	  individualist	  machismo	  that	  the	  endorser,	  Zlatan	  Ibrahimovic,	  represents,	  and	  the	  dull	  but	  responsible	  family	  
man	  that	  Volvo	  cars	  seem	  to	  represent.	  A	  very	  short	  shot	  of	  Ibrahimovic	  kissing	  his	  wife	   in	   bed	   immediately	   produced	   the	   association	   family	  man	   from	   several	  focus	  group	  members.	  This	  could	  be	  said	  to	  be	  the	  key	  bridging	  component	  from	  endorser	  to	  brand.	  The	  rest	  of	  the	  video	  produced	  associations	  such	  as:	  	  
the	  car	  has	  speed	  and	  he	  has	  speed;	  	  
good	  body;	  	  
sex;	  	  
face	  is	  angry;	  	  
daring.	  
	  Altogether,	  an	  aggressive	  and	  masculine	  feel	  to	  the	  endorser.	  
	  With	  regards	  to	  the	  car,	  the	  focus	  group	  members	  had	  associations	  such	  as:	  	  
family	  car;	  	  
[the	  endorser]	  has	  a	  family;	  
CEO	  and	  doctor’s	  car;	  
Can	   imagine	   Christian	   Grey	   [of	   the	   erotic	   novel	   Fifty	   Shades	   of	   Grey]	   or	   Barack	  
Obama	  driving	  the	  car;	  
Car	  wasn’t	  in	  there	  very	  much;	  
	  The	   six	   women	   see	   the	   car	   being	   driven	   by	   in	   many	   ways	   the	   diametrically	  opposite	  of	  Zlatan	  Ibrahimovic,	  although	  Christian	  Grey	  and	  Barack	  Obama	  was	  perceived	  as	  having	  a	  healthy	  amount	  of	  sex	  appeal.	  	  Indeed,	  when	  the	  focus	  group	  members	  began	  speaking	  of	  how	  well	  the	  endorser	  and	  brand	  fit	  together,	  their	  point	  was	  made	  clear:	  	  
CEO	  and	  doctors	   car…but	   footballers	   are	   flashy;	   they	  have	   cars	  with	  big	   exhaust	  
pipes;	  
Zlatan	  is	  especially	  cocky;	  
All	  footballers	  are	  arrogant;	  
Volvo	  is	  too	  much	  family;	  
Ad	  was	  coherent,	  but	  not	  his	  car;	  
Perhaps	  his	  second	  car,	  or	  his	  wife’s;	  
Not	  a	  Zlatan-­‐car.	  
	  The	  key	   sentence	   above	   is	  perhaps	  his	  second	  car.	   I	   propose	   that	   this	   indicates	  that	   a	   bridge	   between	   the	   very	   different	   endorser	   and	   brand	   has	   been	  established.	  Thus	  the	  brand	  may	  benefit	  from	  some	  of	  the	  endorser’s	  associated	  meanings.	  	  
Zlatan	  Ibrahimovic	  for	  Vitamin	  Well	  This	   advertisement	   produced	   a	   much	   shorter	   discussion,	   and	   far	   fewer	  associations.	  One	  focus	  group	  member	  initially	  said	  he	  believed	  that	  a	  man	  like	  Ibrahimovic	   would	   rather	   have	   a	   protein	   shake	   than	  a	   bottle	   of	   Vitamin	  Well.	  Another	  thought	  that	  being	  an	  athlete	  he	  would	  drink	  it	  instead	  of	  water.	  A	  short	  exchange	  of	   views	   led	   to	   a	   consensual	   opinion:	   that	   the	  brand	   is	   really	  not	   for	  them	   associated	  with	   an	   athlete	   like	   Ibrahimovic,	   but	  with	   regular	  people	  who	  
want	   to	   be	   healthy;	   sporty	   people	   and	   fancy	   people	   –	   since	   it	   is	   relatively	  expensive	   (around	   20	   DKK	   for	   a	   half-­‐litre	   bottle)	   compared	   to	   other	   sugary	  drinks.	  	  	  
Cristiano	  Ronaldo	  for	  Kentucky	  Fried	  Chicken	  The	  expectation	  that	  Ronaldo	  is	  a	  somewhat	  polarizing	  figure	  held	  up:	  one	  focus	  group	  member	  told	  that	  her	  little	  brother	  adored	  him	  like	  a	  superhero.	  The	  focus	  group	  acknowledges	  that	  Ronaldo	  does	  a	  lot	  of	  charity.	  Another	  said	  in	  a	  telling	  voice	  that	  he	  is	  very	  vain	  and	  that	  she	  does	  not	  have	  a	  particularly	  favourable	  image	  of	  him.	  	  The	  brand	  itself	  was	  perceived	  as	  healthier	  than	  most	  fast	  food,	  but	  it	  was	  widely	  held	  that	  the	  endorser	  does	  not	  fit	  the	  brand	  whatsoever.	  Does	  not	  work	  was	  written	  on	  a	  Post-­‐It.	  	  	  The	  target	  group	  may	  of	  course	  this	  time	  also	  have	  been	  unrepresented	  by	  the	  focus	  group.	  As	  one	  member	  put	  it:	  Boys	  love	  football	  –	  and	  fast	  food.	  
	  
Cristiano	  Ronaldo	  for	  Tag	  Heuer	  &	  Lionel	  Messi	  for	  Audemars	  Piguet	  
Due	  to	  the	  inseparability	  of	  Cristiano	  Ronaldo	  and	  Lionel	  Messi	  as	  a	  duopoly	  of	  
modern	  football,	  and	  the	  similarity	  between	  the	  two	  advertisements,	  the	  discussion	  
was	  marked	  by	  constant	  comparisons.	  Therefore	  they	  are	  also	  analysed	  alongside	  
each	  other.	  	  
	  
Mafia!	  Sleazy!	  Flashy!	  Arrogant!	  Too	  polished!	  Looks	  like	  a	  gypsy!	  
Everything	  is	  fake!	  
	  Once	  again	  Cristiano	  Ronaldo	  proves	  to	  not	  be	  hitting	  home	  with	  the	  six	  women.	  The	  ‘gypsy’	  remark	  is	  elaborated:	  these	  people	  come	  from	  the	  bottom,	  and	  when	  
they	  get	  rich,	  they	  change	  every	  single	  detail	  about	  themselves	  to	  look	  rich.	  White	  
shirt;	  slicked	  hair;	  the	  pose	  are	  signs	  of	  this.	  	  Another	  focus	  group	  member	  complements	  this	  view:	  In	  Turkey	  (where	  the	  focus	  group	  member	  grew	  up)	  there	  will	  be	  loads	  of	  people	  buying	  –	  the	  fake	  version	  of	  –	  
this	  watch.	  	  I	  posed	  the	  question	  if	  this	  was	  part	  of	  an	  attempt	  to	  emulate	  a	  successful	  role	  model;	  that	  the	  poor	  and	  disadvantaged	  recognise	  Ronaldo	  as	  ‘one	  of	  them’,	  and	  received	  an	  acknowledging	  response.	  Thus	  the	  target	  group	  once	  again	  was	  not	  covered	  by	  the	  focus	  group.	  	  	  
Messi	  isn’t	  that	  high	  status	  says	  one	  member.	  If	  you	  didn’t	  say	  it	  was	  Messi,	  I’m	  not	  
sure	  I	  would	  recognize	  him,	  says	  another.	  The	  watch,	  though,	  is	  quite	  large	  and	  with	  jagged	  edges	  –	  aggressive	  –	  but	  the	  ad	  tones	  it	  down	  in	  a	  positive	  way,	  although	  some	  would	  rather	  see	  this	  watch	  on	  Ronaldo	  and	  the	  Tag	  Heuer	  on	  Messi.	  	  The	  discussion	  turns	  to	  Ronaldo	  v	  Messi.	  Messi	  is	  a	  smiling	  person	  with	  a	  lot	  of	  positive	  energy	  around	  him.	  Ronaldo	  is	  the	  opposite.	  Ronaldo	  is	  an	  individualist.	  Messi	  is	  a	  team	  player.	  	  Ronaldo	  is	  single.	  Messi	  is	  a	  family	  man.	  	  Women	  would	  buy	  the	  Audemars	  Piguet	  watch	  for	  their	  husbands;	  married	  men	  would	  buy	  it	  for	  themselves.	  	  Single	  men	  would	  buy	  the	  Ronaldo	  watch.	  
	  We	  can	  perhaps	  conclude	  on	  the	  basis	  of	  the	  above	  that	  the	  Audemars	  Piguet	  watch	  signals	  confidence;	  that	  Messi	  signals	  family	  values	  and	  a	  toned	  down	  image.	  Or	  is	  it	  Messi	  that	  signals	  confidence?	  	  One	  focus	  group	  member	  asks	  the	  group	  which	  one	  screams	  single?	  Cristiano	  Ronaldo	  for	  Tag	  Heuer.	  Ronaldo	  is	  Messi’s	  polar	  opposite.	  Perhaps	  he	  would	  sell	  many	  watches	  in	  America;	  and	  Messi	  would	  sell	  many	  in	  Europe!	  	  Both	  watches	  choose	  to	  tone	  down	  the	  established	  image	  of	  each	  player.	  	  It	  is	  at	  least	  clear	  that	  the	  focus	  group	  was	  somewhat	  negatively	  predisposed	  towards	  Ronaldo.	  Looked	  at	  another	  way,	  he	  raised	  more	  emotions.	  The	  expectation	  that	  he	  is	  a	  polarizing	  figure	  holds	  up	  to	  scrutiny.	  	  
Lionel	  Messi	  for	  Herbalife	  The	  focus	  group	  members	  immediately	  recognise	  the	  brand	  as	  a	  diet	  shake;	  perceived	  as	  healthier	  than	  those	  protein	  shakes	  typically	  marketed	  to	  men,	  Herbalife	  is	  known	  to	  them	  as	  an	  alternative	  to	  breakfast,	  or	  for	  their	  vitamin	  pills.	  They	  see	  it	  as	  a	  sporty	  and	  healthy	  supplement.	  	  Lionel	  Messi	  looks	  out	  of	  place	  in	  this	  advertisement,	  they	  say.	  He	  is	  not	  the	  endorser	  type.	  He	  is	  not	  believable.	  The	  advertisement	  is	  also	  criticised	  for	  not	  putting	  Messi	  in	  a	  situation	  where	  he	  might	  be	  drinking	  the	  product,	  i.e.	  in	  his	  kitchen,	  or	  in	  the	  dressing	  room	  after	  a	  game.	  They	  do	  not	  see	  him	  using	  the	  product.	  Asked	  if	  they	  would	  use	  it	  as	  a	  diet	  shake,	  they	  say	  yes	  –	  but	  they	  would	  stop	  using	  it	  after	  they	  had	  lost	  the	  unwanted	  weight.	  	  
Focus	  group	  2	  The	  second	  focus	  group	  consisted	  only	  of	  male	  football	  enthusiasts.	  The	  image	  of	  the	   celebrities	   is	   primarily	   communicated	   to	   their	   fans.	   The	   first	   focus	   group	  session	  resulted	  in	  the	  finding	  that	  non-­‐football	  enthusiasts	  are	  familiar	  with	  the	  celebrities,	  but	  did	  not	  possess	  an	  ‘image’	  of	  them	  prior	  to	  the	  session;	  an	  image	  meaning	   a	   set	   of	   associated	   meanings.	   Qua	   McCracken:	   the	   more	   the	   target	  audience	  knows	  of	  the	  celebrity	  and	  the	  stronger	  they	  connect	  him	  or	  her	  with	  
certain	   meanings,	   the	   more	   impact	   the	   endorsement	   can	   have.	   A	   celebrity	  endorsement	   can	  be	  highly	  effective	  with	  a	   certain	  audience	  who	  has	   followed	  his	  or	  her	  activities,	  but	  more	  or	   less	  as	  effective	  as	  using	  an	  anonymous	  actor	  with	  another.	  	  The	   triumvirate	   of	   Zlatan	   Ibrahimovic,	   Lionel	   Messi	   and	   Cristiano	   Ronaldo	  occupy	  each	  their	  own	  place	  in	  the	  football	  celebrity	  world.	  Thus	  they	  would	  be	  suited	  for	  each	  their	  own	  target	  group.	  Whether	  this	  distinction	  holds	  up,	  and	  to	  what	  extent	  their	  target	  groups	  overlap,	  could	  be	  a	  case	  for	  further	  study.	  	  It	  was	   expected	   that	   the	   football	   enthusiast	   focus	   group	  members	  would	   hold	  stronger	  associated	  meanings	  with	  the	  three	  celebrities.	  This	  could	  have	  shown	  itself	   in	   increased	   enthusiasm	   in	   the	   dialogue,	   gesturing,	   forceful	   words,	   et	  cetera.	   It	  did	  not.	  Why?	  The	  time	  of	  the	  day:	  between	  eight	  and	  nine,	  may	  have	  been	   inappropriate	   for	   a	   session	   of	   this	   sort.	   The	   focus	   group	   was	   invited	   to	  come	  before	  an	  important	  football	  match	  (starring	  Lionel	  Messi,	  among	  others).	  It	  was	  expected	  that	  the	  atmosphere	  would	  benefit.	  Rhubarb	  pie	  and	  coffee	  was	  supplied	  just	  as	  in	  the	  first	  focus	  group	  session.	  	  	  It	  is	  also	  possible	  that	  the	  focus	  group	  –	  selected	  among	  university	  students	  for	  convenience	   –	   did	   not	   reflect	   the	   intended	   target	   groups	   for	   these	   particular	  endorsements.	   Students	   generally	   are	   not	   heavy	   consumers	   due	   to	   lack	   of	  money:	  cars,	  expensive	  watches	  and	  pricey	  protein	  shakes	  are	  not	  interesting	  to	  them.	  Perhaps	  a	  focus	  group	  selected	  among	  the	  younger	  (still	   living	  with	  their	  parents,	  with	  money	  to	  spend)	  and	  the	  older	  (employed,	  with	  money	  to	  spend)	  would	  have	  elicited	  different	  results.	  	  In	   order	   to	   fulfil	   a	   need	   to	   kickstart	   the	   dialogue	   now	   and	   then,	   I	   put	   more	  questions	  (inspired	  by	  prior	  expectations	  and	  the	  results	  of	  the	  first	  focus	  group	  session)	  to	  this	  group	  than	  to	  the	  first	  one.	  	  	  	  
	  
Zlatan	  Ibrahimovic	  for	  Volvo	  
Swedish;	  
Stability;	  
Strength;	  
Masculinity.	  
	  The	  second	  focus	  group	  was	  less	  inclined	  to	  lengthy	  discussions.	  A	  stable	  family	  man	  drives	  a	  Volvo.	  The	  second	  focus	  group	  could	  more	  easily	  see	  Ibrahimovic	  as	  a	  family	  man	  than	  the	  first.	  Some	  could	  not	  see	  him	  driving	  the	  specific	  model	  car	  –	  they	  thought	  he	  would	  have	  the	  larger	  version	  –	  but	  could	  still	  see	  him	  driving	  a	  Volvo.	  	  
I	  think	  he	  has	  a	  Volvo	  –	  but	  I	  think	  he	  prefers	  his	  Lamborghini.	  
	  
Zlatan	  Ibrahimovic	  for	  Vitamin	  Well	  The	  second	  focus	  group	  consisted	  only	  of	  males,	  none	  of	  which	  were	  particularly	  familiar	   with	   the	   brand.	   They	   associated	   it	   with	   women	   concerned	   with	   their	  health.	  	  They	  did	  not	  associate	  it	  with	  athletes.	  	  As	  in	  the	  cases	  of	  Volvo	  and	  Herbalife,	  it	  may	  be	  the	  brand	  is	  seeking	  to	  appeal	  to	  new	  customers.	  	  Vitamin	  Well	  does	  not	  seem	  to	  have	  been	  successful.	  It	   could	  also	  be	   that	   Ibrahimovic	  appeals	   to	  women	  as	  a	  sex	  object	  as	  much	  or	  more	  as	  he	  appeals	  to	  men	  as	  an	  idol	  –	  in	  which	  case	  Vitamin	  Well	  would	  simply	  be	   strengthening	   the	   brand	   image	   with	   associations	   of	   health,	   purity	   and	   sex	  appeal.	  	  
Cristiano	  Ronaldo	  for	  Kentucky	  Fried	  Chicken	  None	  of	  the	  respondents	  can	  see	  Cristiano	  Ronaldo	  settling	  down	  on	  a	  Saturday	  night	  with	  a	  bucket	  of	  chicken.	  They	  do	  though	  see	  the	  product	  as	  healthier	  than	  competitors	  McDonald’s,	  Burger	  King	  and	  other	  fast	  foods.	  	  	  
Cristiano	  Ronaldo	  for	  Tag	  Heuer	  
The	  second	  focus	  group	  associates	  Ronaldo	  with	  flashiness,	  just	  as	  the	  first	  group.	  Ronaldo	   wants	   his	   looks	   to	   scream	   I	   have	  more	  money	   than	   you.	   Arrogance	   is	  mentioned.	  Among	  this	   focus	  group	  the	  reactions	  are	  not	  so	  strong	  as	  with	   the	  first.	  Ronaldo	  seems	  to	  be	  less	  polarizing.	  This	  should	  though	  be	  seen	  in	  the	  light	  of	  the	  entire	  session	  being	  marked	  by	  considerably	  less	  enthusiasm.	  	  
Lionel	  Messi	  for	  Audemars	  Piguet	  
I	  think	  they	  need	  to	  switch	  watches,	  exclaims	  one.	  Another	  says	  it’s	  too	  big	  for	  
Messi.	  Messi	  is	  not	  elegant.	  He	  would	  never	  wear	  a	  suit.	  	  
	  Again	  Messi	  is	  shown	  to	  be	  associated	  not	  with	  elegance,	  which	  perhaps	  poses	  a	  problem	  for	  the	  effectiveness	  of	  the	  advertisement.	  The	  watch	  is	  said	  to	  be	  more	  suitable	  for	  Ronaldo;	  i.e.	  associated	  with	  arrogance	  and	  flashiness.	  	  
Lionel	  Messi	  for	  Herbalife	  	  
Worst	  advertising	  in	  the	  world!	  Looks	  crap!	  Looks	  like	  it’s	  done	  in	  Microsoft	  Word!	  Confronted	  with	  these	  outbursts,	  I	  chose	  to	  guide	  the	  conversation	  towards	  a	  discussion	  of	  how	  the	  advertisement	  could	  have	  been	  better	  produced.	  A	  more	  natural	  situation	  would	  have	  been	  preferable	  to	  this	  second	  focus	  group.	  
	  	   	  
Concluding	  remarks	  In	  this	  section	  I	  will	  discuss	  the	  more	  significant	  findings	  of	  this	  paper.	  	  
	  
1. To	  what	  extent	  does	  the	  audience	  know	  of	  the	  celebrity	  endorsers	  
beforehand?	  
	  The	  audience	  knew	  much	  less	  of	  the	  three	  celebrities	  than	  was	  expected.	  None,	  even	  the	  football	  enthusiasts,	  followed	  them	  on	  Facebook	  –	  otherwise	  a	  platform	  for	  celebrities	  to	  work	  on	  owning	  a	  certain	  set	  of	  meanings.	  	  
2. What	   meanings	   does	   the	   audience	   associate	   with	   the	   celebrity	  
endorsers	  after	  being	  shown	  each	  advertisement?	  
	  With	   Zlatan	   Ibrahimovic	   the	   focus	   groups	   associated	   such	   things	   as	   anger,	  strength,	  sex	  and	  family.	  	  With	  Cristiano	  Ronaldo	  was	  associated	  vanity,	  charity,	  sleaziness,	  flashiness	  and	  wealth.	  Lionel	  Messi	  made	  the	  respondents	  think	  of	  a	  regular	  guy	  as	  opposed	  to	  wealth;	  team	  and	  family	  values,	  and	  ‘class’.	  
	   3. What	  meanings	  does	  the	  audience	  associate	  with	  the	  brand?	  	  	  Volvo	  was	  thought	  of	  as	  a	  boring	  car	  for	  doctors	  and	  CEO’s;	  Vitamin	  Well	  for	  women	  concerned	  with	  their	  health;	  Kentucky	  Fried	  Chicken	  with	  children;	  Tag	  Heuer	  with	  elegance;	  Audemars	  Piguet	  with	  aggressive	  masculinity,	  and	  Herbalife	  with	  sport,	  health	  and	  dieting.	  
	  
4. How	  well	  do	  these	  two	  sets	  of	  meanings	  cohere?	  
	  Research	   on	   celebrity	   endorsements	   has	   been	   conducted	   for	   decades.	   It	   is	  therefore	   legitimate	   to	   assume	   that	   the	   marketing	   divisions	   of	   the	   six	   brands	  
selected	   for	   this	   study	   are	   aware	   of	   the	   importance	   of	   choosing	   the	   right	  endorser.	   Simply	   concluding	   bad	   fit	  or	   good	   fit	   does	   not	   provide	   a	   conclusion	  reflecting	  the	  reality	  of	  celebrity	  endorsement	  strategies.	  Therefore,	  I	  believe	  it	  is	  appropriate	   to	   add	   a	   few	   final	   words	   on	   how	   one	   might	   interpret	   the	   data	  further.	  Therefore	  I	  pose	  the	  question:	  
	  
Assuming	   the	   choice	   of	   fit	   is	   a	   conscious	   one,	  what	  marketing	   strategy	   does	   this	  
imply?	  
	  Volvo	  shared	  only	  family	  values	  with	  its	  endorser	  Zlatan	  Ibrahimovic.	  Vitamin	  Well	  shared	  sport	  and	  health	  as	  common	  associations	  with	  Ibrahimovic.	  Kentucky	  Fried	  Chicken	  and	  Cristiano	  Ronaldo	  did	  not	  prove	  to	  be	  -­‐	  	  theoretically	  –	  a	  fit.	  Herbalife	   proved	   to	   fit	   quite	   well	   with	   Lionel	   Messi	   in	   that	   they	   were	   both	  associated	   with	   sport	   and	   health.	   The	   design	   of	   the	   advertisement	   however	  unfortunately	  stole	  the	  picture.	  	  Being	  knowledgeable	  and	  reflective	  consumers	  the	  audience	  were	  able	  to	  reflect	  also	   on	   the	   stylistic	   aspects	   of	   the	   advertisement.	  They	  were	   able	   to	   recognize	  ‘good’	   from	   ‘bad	   craftsmanship’.	   This	   had	   a	   superimposing	   effect	   on	   the	  impression	   the	  advertisement	  had	  on	   the	  audience:	  Volvo	  was	  perceived	  more	  positively	  due	  to	  good	  craftsmanship,	  and	  Herbalife	  worse	  because	  of	  perceived	  amateurism	   (one	   focus	   group	   member	   thought	   the	   advertisement	   could	   have	  been	  made	   by	   a	   14-­‐year-­‐old	   in	  Microsoft	  Word).	   This	   should	   be	   kept	   in	  mind	  when	  pursuing	  future	  research	  projects.	  
	  It	  was	  mentioned	  earlier	  in	  the	  paper	  that	  the	  advertiser	  does	  not	  want	  the	  celebrity	  to	  be	  promoted	  by	  the	  ad	  more	  than	  the	  product	  is.	  This	  could	  seem	  to	  be	  the	  case	  in	  the	  example	  from	  Kentucky	  Fried	  Chicken.	  No	  comments	  were	  made	  on	  this	  stylistic	  choice	  however.	  The	  amount	  of	  space	  one	  can	  allow	  the	  celebrity	  to	  take	  up	  in	  the	  advertisement	  thus	  seems	  to	  be	  rather	  large.	  
	  
It	  could	  be	  concluded	  that	  Zlatan	  Ibrahimovic	  and	  Volvo	  are	  a	  bad	  fit.	  Volvo	  is	  perceived	  as	  producing	  boring	  family	  cars;	  Ibrahimovic	  as	  a	  cocky	  footballer	  speeding	  in	  a	  Ferrari.	  But	  that	  may	  have	  been	  what	  Volvo	  was	  looking	  for:	  a	  person	  to	  add	  a	  bit	  of	  sex,	  cockiness,	  and	  muscular-­‐hunter-­‐and-­‐fisherman-­‐machismo.	  Volvo	  perceived	  that	  people	  saw	  them	  as	  boring,	  and	  decided	  to	  attempt	  adjust	  this	  impression.	  	  Sometimes,	   the	   firm	   will	   actively	   seek	   to	   alter	   its	   image.	   Such	   strategic	   aims	  should	  be	  kept	  in	  mind	  when	  concluding	  on	  studies	  of	  endorsements.	  	  	  John	  Wayne	  will	   still	   never	   be	   able	   to	   sell	   painkillers,	   but	   Ibrahimovic	  may	  be	  able	  to	  broaden	  the	  customer	  base	  of	  Volvo.	  Perhaps	  this	  is	  part	  of	  a	  strategy	  to	  reinvigorate	   sales	   in	   the	   U.S25.	   Volvo	   is	   Swedish	   and	   will	   perhaps	   always	   be	  connected	   with	   ‘slightly-­‐boring-­‐Sweden	   (or	   Scandinavia)’.	   By	   embracing	   their	  origins,	  but	  adding	  a	   reality-­‐based	  dimension	  of	   ruggedness,	   individualism	  and	  self-­‐sufficiency,	  along	  with	  more	  aggressive	  design	  features26,	  Volvo	  attempts	  to	  engender	  a	  believable	  shift	  in	  the	  perception	  of	  their	  brand.	  	  	  	  The	  same	  could	  be	  the	  case	   for	  Vitamin	  Well:	  using	  a	  masculine	   icon	  to	  add	  an	  extra	  dimension	  to	  a	  product	  perceived	  as	  feminine.	  	  	  	  Such	   potential	   marketing	   objectives	   should	   be	   kept	   in	   mind	   when	   analysing	  celebrity	  endorsements	  with	  the	  parsimonious	  theoretical	  apparatus	  utilized	  for	  this	  and	  other	  papers.	   	   	  	  Cristiano	  Ronaldo’s	  endorsement	  of	  Kentucky	  Fried	  Chicken	  was	  widely	   judged	  to	   be	   a	   bad	   fit.	   A	  member	   of	   the	   first	   focus	   group	   commented	   though	   that	   the	  advertisement	  might	   be	   effective	  with	   children.	  Her	  brother	   sees	  Ronaldo	   as	   a	  superhero,	   and	   is	   –	   being	   a	   child	   –	   not	   very	   concerned	   about	   how	   healthy	   or	  unhealthy	  fast	  food	  is.	  Thus,	  a	  child	  could	  be	  swayed.	  A	  child	  could	  then	  sway	  a	  tired	   mother	   or	   father	   who	   needs	   to	   feed	   his	   children.	   The	   rest	   of	   the	   group	  agreed	  with	  this	  observation.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  25	  http://www.forbes.com/sites/dalebuss/2015/05/11/volvo-­‐must-­‐solve-­‐u-­‐s-­‐sales-­‐challenge-­‐before-­‐opening-­‐plant/	  26	  http://www.slashgear.com/2016-­‐volvo-­‐xc90-­‐first-­‐drive-­‐scandinavia-­‐on-­‐wheels-­‐23384956/	  
	  Ronaldo’s	   endorsement	   of	   Tag	   Heuer,	   and	   Messi’s	   endorsement	   of	   Audemars	  Piguet	   brought	   comments	   that	   they	   should	   trade	   watches.	   However,	   post	   a	  discussion	   in	   the	   focus	  group,	   the	  opinion	  was	   that	   they	  enjoyed	   the	  balancing	  effect	   an	   elegant,	   less	   aggressive	  watch	  had	   on	   the	   arrogant	  Ronaldo,	   and	   vice	  versa	   the	   effect	   that	   the	   very	   aggressive	   jagged	   edges	   of	   the	   Audemars	   Piguet	  watch	  had	  on	  the	  slightly	  anonymous	  Messi.	  	  Lionel	   Messi	   thus	   seems	   to	   add	   a	   dimension	   of	   safety	   and	   familiarity	   to	   an	  advertisement	   –	  which	   is	   perhaps	  what	   Audemars	   Piguet	  was	   aiming	   for.	   The	  safe	  choice.	  	  Ronaldo,	  on	  the	  other	  hand,	  is	  the	  not-­‐so-­‐safe	  choice;	  bold,	  arrogant	  and	  flashy.	  	  No	  remarks	  were	  made	  on	  the	  distinctiveness	  of	  each	  endorsement.	  Both	  Lionel	  Messi	   and	   Cristiano	   Ronaldo	   endorse	   a	   multitude	   of	   products,	   meaning	   they	  would	  score	   low	  on	  distinctiveness.	   It	   could	  have	  been	  expected	   that	   the	   focus	  groups	  would	  remark	  on	  this.	  None	  did.	  	  Cristiano	   Ronaldo	   drew	   many	   cynical	   readings.	   The	   focus	   group	   members	  thought	  he	  had	  an	  arrogant	   image.	  While	   it	  was	  also	  stated	   that	   ‘all	   footballers	  are	   arrogant’,	   this	   seemed	   particularly	   so	   for	   Ronaldo.	   This	   may	   reduce	   the	  effectiveness	  of	  his	  endorsements.	  	  	  The	  perceived	  family	  values	  of	  Zlatan	  Ibrahimovic	  and	  in	  particular	  Lionel	  Messi	  was	   connected	   to	   more	   sympathetic	   readings	   in	   both	   groups.	   This	   should	  increase	  the	  effectiveness	  of	  their	  endorsements.	  This	  effect	  was	  most	  notable	  in	  the	  first	  focus	  group	  –	  but	  so	  were	  most	  effects.	  It	  is	  difficult	  to	  conclude	  on	  any	  difference	  between	  male	  and	  female	  audiences.	  	  This	   paper	   set	   out	   to	   discover	   how	   the	   associations	   people	   have	   with	   an	  endorser	  suit	  the	  brand	  endorsed.	  I	  found	  that	  the	  methodology	  provided	  ample	  data	   to	   conclude	   on	   each	   of	   the	   six	   examples.	   The	   theoretical	   framework	  may	  benefit	   from	   considering	   an	   endorser	   ‘fitting’	   not	   just	   if	   they	   have	   the	   same	  
associated	   meanings	   as	   the	   brand,	   but	   also	   draw	   up	   some	   (speculative)	  objectives	   of	   the	   marketing	   campaign.	   An	   effective	   endorsement	   may	   be	   the	  result	   of	   brand	   and	   endorser	   complementing	   each	   other.	   This	   was	   clear	   in	  several	  of	  the	  six	  examples	  examined	  here.	  I	  propose	  that	  at	  least	  one	  ‘bridging’	  meaning	   is	   necessary	   for	   two	   contrasting	   sets	   of	   meanings	   to	   be	   effective	  together.	   Volvo’s	   Made	   in	   Sweden	   campaign	   featuring	   Zlatan	   Ibrahimovic	  (example	   1)	   makes	   this	   bridge	   clear.	   We	   have	   Sweden	   in	   common.	   Another,	  family	  man/safety,	  also	  aids	  the	  coherence	  and	  effectiveness	  of	  the	  ad.	  	  Further	  research,	  I	  propose,	  could	  investigate	  how	  to	  elaborate	  these	  points	  into	  a	  more	  coherent	  framework	  and	  testing	  it	  on	  a	  larger	  and	  more	  varied	  audience.	  
	  
References	  	  Cristopher	  R.	  Knittel	  and	  Victor	  Stango:	  Celebrity	  Endorsements,	  Firm	  Value,	  and	  
Reputation	   Risk:	   Evidence	   from	   the	   Tiger	  Woods	   Scandal.	   Management	   Science	  60(1):	  21-­‐37.	  	  Accessed	   online	   21-­‐05-­‐2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=ecn&AN=1431499&site=ehost-­‐live].	  	  Carl	  I.	  Hovland	  and	  Walter	  Weiss	  (1951).	  The	  Influence	  of	  Source	  Credibility	  on	  Communication	  Effectiveness.	  Public	  Opinion	  Quarterly	  Accessed	   online	   21	   May	   2015.	   Available	   at	  http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=sih&AN=11927286&site=ehost-­‐live].	  	  Gerald	  J.	  Tellis	  (2003).	  Effective	  Advertising:	  Understanding	  When,	  How,	  and	  Why	  
Advertising	  Works.	  SAGE	  Publications	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=ehh&AN=13597571&site=ehost-­‐live].	  	  
Robert	  T.	   Craig	   (2007):	   Communication	  Theory	   as	   a	   Field.	   In	  Craig	   and	  Muller	  (eds.):	   Theorizing	   Communication.	   Readings	   Across	   Traditions.	   London:	   SAGE	  Publications.	  P.	  63-­‐98.	  	  Course	  literature.	  	  Grant	  McCracken	  (1989):	  Who	  is	  the	  Celebrity	  Endorser?	  Cultural	  Foundations	  of	  
the	  Endorsement	  Process.	  Journal	  of	  Consumer	  Research,	  Vol	  16,	  No	  3	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=psyh&AN=1990-­‐18618-­‐001&site=ehost-­‐live].	  	  James	  Lynch	  and	  Drue	  Schuler:	  The	  Matchup	  Effect	  of	  
Spokesperson	  and	  Product	  Congruency:	  A	  Schema	  Theory	  Interpretation.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=ufh&AN=11580234&site=ehost-­‐live].	  	  Psychology	  and	  Marketing.	  Vol	  11.	  No	  5.	  Michael	   A.	   Kamins:	  An	   Investigation	   into	   the	   "Match-­‐Up"	  Hypothesis	   in	  Celebrity	  
Advertising:	  When	  Beauty	  May	  be	  Only	  Skin	  Deep.	   Journal	  of	  Advertising.	  Vol.	  19.	  No.1.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=ufh&AN=9605220099&site=ehost-­‐live].	  	  Hershey	   H.	   Friedman	   and	   Linda	   Friedman:	   Endorser	   Effectiveness	   by	   Product	  
Type.	  Journal	  of	  Advertising	  Research.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=ufh&AN=6630407&site=ehost-­‐live].	  	  John	   C.	   Mowen	   and	   Stephen	   W.	   Brown:	   On	   Explaining	   and	   Predicting	   the	  
Effectiveness	  of	  Celebrity	  Endorsers.	  Advances	  in	  Consumer	  Research.	  Vol	  8.	  	  
Accessed	   online	   21	   May	   2015.	   Available	  at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=sih&AN=6430606&site=ehost-­‐live].	  	  Zlatan	  Ibrahimovic	  for	  Volvo:	  Made	  by	  Sweden.	  Accessed	  online	  21	  May	  2015.	  Available	  on	  YouTube.	  Search	  for	  “Zlatan	  Volvo”.	  	  Matthew	  Snyder:	  Cristiano	  Ronaldo	  Is	  a	  Perfect	  Example	  of	  How	  Work	  Ethic	  Can	  
Ignite	  a	  Career.	  Bleacher	  Report.	  18	  September	  2012.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://bleacherreport.com/articles/1339178-­‐cristiano-­‐ronaldo-­‐is-­‐a-­‐perfect-­‐example-­‐of-­‐how-­‐work-­‐ethic-­‐can-­‐ignite-­‐a-­‐career.]	  	  Matthew	   Hall:	   Cristiano	   Ronaldo,	   Emporio	   Armani	   and	   homoeroticism.	   Social	  Psychology	  Eye.	  12	  April	  2010.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [https://socialpsychologyeye.wordpress.com/2010/04/12/christiano-­‐ronaldo-­‐emporio-­‐armani-­‐and-­‐homoeroticism/].	  	  Michelle	   Alves:	   Why	   the	   World	   Hates	   Cristiano	   Ronaldo.	   Bleacher	   Report.	   25	  September	  2008.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://bleacherreport.com/articles/61444-­‐why-­‐the-­‐world-­‐hates-­‐cristiano-­‐ronaldo].	  	  ‘Goodsoccerfilms’:	  El	  Magico	  Messi.	  5	  October	  2009.	  https://www.youtube.com/watch?v=z5TnGc064tE	  Accessed	  online	  21	  May	  2015.	  	  ‘Patrick	  Cullen.’:	  Lionel	  Messi	  –	  The	  Little	  Magician.	  23	  March	  2014.	  https://www.youtube.com/watch?v=0b7bT267F6c	  Accessed	  online	  21	  May	  2015.	  	  
Mark	  Patterson:	  Messi	  Teaches	  Ballet,	  Puyol	  Heads	  Plantpot	  as	  Barcelona	  Star	  in	  
Qatar	  Airways	  Ad.	  Bleacher	  Report.	  20	  September	  2013.	  http://bleacherreport.com/articles/1780914-­‐messi-­‐teaches-­‐ballet-­‐puyol-­‐heads-­‐plantpot-­‐as-­‐barcelona-­‐star-­‐in-­‐qatar-­‐airways-­‐ad	  Accessed	  online	  21	  May	  2015.	  	  Ben	  Smith:	  World	  Cup	  2014:	  Lionel	  Messi’s	  star	  shines	  brightest	  in	  Brazil.	  British	  Broadcasting	  Corporation.	  5	  July	  2014.	  http://www.bbc.com/sport/0/football/28180558	  Accessed	  online	  21	  May	  2015.	  	  Joe	  Wright.	  Barcelona	  3-­‐0	  Bayern	  Munich:	  Magic	  Messi	  puts	  Catalans	   in	   control.	  Goal!	  Magazine.	  6	  May	  2015.	  http://www.goal.com/en/match/barcelona-­‐vs-­‐bayern-­‐m%C3%BCnchen/2030150/report	  Accessed	  online	  21	  May	  2015.	  	  Google	  search	  for	  “audemars	  piguet	  jay-­‐z”.	  Accessed	  online	  21	  May	  2015.	  https://www.google.dk/search?safe=offandespv=2andbiw=1280andbih=701andtbm=ischandsa=1andq=audemars+piguet+jay+zandoq=audemars+piguet+jay+zandgs_l=img.3..0.28285.28883.0.29147.6.5.0.1.1.0.130.458.3j2.5.0.msedr...0...1c.1.64.img..0.6.459.OAfz0Zn9cGU#imgrc=eV2HoyndJmrwSM%253A%3BefzDepNULJEEQM%3Bhttp%253A%252F%252Faudemarspiguetoak.blog.com%252Ffiles%252F2011%252F05%252Fnews6.jpg%3Bhttp%253A%252F%252Faudemarspiguetoak.blog.com%252F2011%252F05%252F04%252Fjay-­‐z-­‐10th-­‐anniversary-­‐limited-­‐edition-­‐audemars-­‐piguet%252F%3B593%3B411	  	  Audemars	  Piguet:	  Our	  Ambassadors.	  Accessed	  online	  21	  May	  2015.	  http://www.audemarspiguet.com/en/about#ambassadors	  	  Sid	  Lowe:	  Fear	  and	  Loathing	  in	  La	  Liga.	  Vintage	  Publishing.	  London.	  2013.	  
	  Consuelo	   Lauda	   Kertz	   and	   Roobina	   Ohanian:	   Source	   Credibility,	   Legal	   Liability,	  
and	  the	  Law	  of	  Endorsements.	  Journal	  of	  Public	  Policy	  and	  Marketing.	  Vol	  11.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/30000021]	  	  Kim	   Schrøder:	   Reception	   analysis.	   The	   International	   Encyclopaedia	   of	   Political	  Communication.	  Course	  literature.	  	  Schrøder,	  Kim	  et	   al.	   (2003).	   “Reception	  Research	   in	  Practice:	  Researching	  Media	  
Meanings	   through	  Talk”,	   p.	   105-­‐120,	   in	   Schrøder	   et	   al.,	   Researching	  Audiences.	  London:	  Arnold.	  Course	  literature.	  	  Jagdish	   Agrawal	   and	   Wagner	   A.	   Kamakura:	   	   The	   Economic	  Worth	   of	   Celebrity	  
Endorsers.	   An	   Event	   Study	   Analysis.	   Journal	   of	   Marketing,	   Vol.	   59,	   No.	   3	   (Jul.	  1995),	  pp.	  56-­‐62.	  American	  Marketing	  Association.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/1252119].	  	  Charles	   Atkin	   and	  Martin	   Block:	  Effectiveness	   of	   Celebrity	  Endorsers.	   Journal	   of	  Advertising	  Research.	  Vol.	  23,	  No.	  1	  (February/March	  1983).	  	  Dipayan	  Biswas,	  Abihijit	  Biswas	  and	  Neel	  Das:	  The	  Differential	  Effects	  of	  Celebrity	  
and	  Expert	  Endorsements	  on	  Consumer	  Risk	  Perceptions:	   The	   Role	   of	   Consumer	  Knowledge,	  Perceived	  Congruency	  and	  Product	  Technology	  Orientation.	  Journal	  of	  Advertising,	  Vol.	  35,	  No.	  2	  (Summer	  2006),	  pp	  17-­‐31.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/20460723].	  	  
Terry	   L.	   Childers	   and	   Akshay	   R.	   Rao:	   The	   Influence	   of	   Familial	   and	   Peer-­‐based	  
Reference	  Groups	  on	  Consumer	  Decisions.	  Journal	  of	  Consumer	  Research,	  Vol.	  19	  (September	  1992).	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/2489328].	   	  	  Leon	  Festinger:	  A	  Theory	  of	  Social	  Comparison	  Processes.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://hum.sagepub.com.molly.ruc.dk/content/7/2/117.full.pdf+html].	  Jon	  B.	  Freiden:	  Advertiser	  Spokesperson	  Effects:	  An	  Examination	  of	  Endorser	  Type	  
and	   Gender	   on	   Two	   Audiences.	   Journal	   of	   Advertising	   Research.	   Vol.	   24,	   No.	   5	  (October/November	  1984).	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=ufh&AN=6582328&site=ehost-­‐live].	  	  Lynn	   R.	   Kahle	   and	   Pamela	   M.	   Homer:	   Physical	   Attractiveness	   of	   the	   Celebrity	  
Endorser:	  A	  Social	  Adaptation	  Perspective.	  Journal	  of	  Consumer	  Research	  Vol.	  11,	  No.	  4	  (March	  1985),	  pp.	  954-­‐961.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/2489220].	  	  Michael	   A.	   Kamins,	   Meribeth	   J.	   Brand,	   Stuart	   A.	   Hoeke	   and	   John	   C.	   Moe:	  Two-­‐
Sided	   versus	   One-­‐Sided	   Celebrity	   Endorsements:	   The	   Impact	   on	   Advertising	  
Effectiveness	  and	  Credibility.	   Journal	  of	  Advertising,	  Vol.	  18,	  No.	  2	  (1989),	  pp.	  4-­‐10.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/4188716].	  	  Utpal	  M.	  Dholakia,	  Mahesh	  Gopinath,	  Richard	  P.	  Bagozzi,	  Rajan	  Nataraajan:	  The	  
Role	   of	   Regulatory	   Focus	   in	   the	   Experience	   and	   Self-­‐Control	   of	   Desire	   for	  
Temptations.	  Journal	  of	  Consumer	  Psychology,	  Vol.	  16,	  No.	  2,	  pp.	  163-­‐175.	  
Accessed	   online	   21	   May	   2015.	   Available	   at:	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=aph&AN=20269124&site=ehost-­‐live].	  	  Consuelo	   Lauda	   Kertz	   and	   Roobina	   Ohanian:	   Source	   Credibility,	   Legal	   Liability,	  
and	  the	  Law	  of	  Endorsements.	  Journal	  of	  Public	  Policy	  &	  Marketing,	  Vol.	  11,	  No.	  1	  (Spring,	  1992),	  pp.	  12-­‐23.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/30000021].	  	  	  E.	   Bun	   Lee	   and	   Louis	   A.	   Browne:	   Effects	   of	   Television	   Advertising	   on	   African	  
American	  Teenagers.	  Journal	  of	  Black	  Studies,	  Vol.	  25,	  No.	  5	  (May,	  1995),	  pp.	  523-­‐536.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/2784629].	  	  David	   Glen	   Mick	   and	   Susan	   Fournier:	   Paradoxes	   of	   Technology:	   Consumer	  
Cognizance,	  Emotions,	  and	  Coping	  Strategies.	  Journal	  of	  Consumer	  Research,	  Vol.	  25	  (September	  1998).	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/10.1086/209531].	  	  Tony	   L.	   Henthorne,	   Michael	   S.	   LaTour	   and	   Rajan	   Nataraajan:	   Fear	   Appeals	   in	  
Print	  Advertising:	  An	  Analysis	  of	  Arousal	  and	  Ad	  Response.	  Journal	  of	  Advertising,	  Vol.	  22,	  No.	  2	  (Jun.,	  1993),	  pp.	  59-­‐69.	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/4188881].	  	  Roobina	   Ohanian:	   Construction	   and	   Validation	   of	   a	   Scale	   to	   Measure	   Celebrity	  
Endorsers'	   Perceived	   Expertise,	   Trustworthiness,	   and	   Attractiveness.	   Journal	   of	  Advertising,	  Vol.	  19,	  No.	  3	  (1990),	  pp.	  39-­‐52.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  
[http://www.jstor.org/stable/4188769].	  	  Brian	   D.	   Till	   and	   Michael	   Busier:	   The	   Match-­‐Up	   Hypothesis:	   Physical	  
Attractiveness,	  Expertise,	  and	  the	  Role	  of	  Fit	  on	  Brand	  Attitude,	  
Purchase	  Intent	  and	  Brand	  Beliefs.	   Journal	  of	  Advertising,	  Volume	  XXIX,	  Number	  3	  (Fall	  2000).	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://search.ebscohost.com.molly.ruc.dk/login.aspx?direct=true&db=ufh&AN=4036701&site=ehost-­‐live].	  	  	  Brian	  D.	  Till	  and	  Terence	  A.	  Shimp:	  Endorsers	  in	  Advertising:	  The	  Case	  of	  Negative	  
Celebrity	  Information.	  Journal	  of	  Advertising	  ,Vol.	  27,	  No.	  1	  (Spring,	  1998),	  pp.	  67-­‐82.	  	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/4189060].	  	  	  Carolyn	  Tripp,	  Thomas	  D.	  Jensen	  and	  Les	  Carlson:	  The	  Effects	  of	  Multiple	  Product	  
Endorsements	   by	   Celebrities	   on	   Consumers'	   Attitudes	   and	   Intentions.	   Journal	   of	  Consumer	  Research,	  Vol.	  20,	  No.	  4	  (Mar.,	  1994),	  pp.	  535-­‐547	  Accessed	   online	   21	   May	   2015.	   Available	   at	  [http://www.jstor.org/stable/2489757].	  
	  Jonathan	  Wilson:	  Inverting	  the	  pyramid:60.	  Orion.	  London.	  2009.	  	  	  
	  
Put	  all	  the	  stuff	  you’ve	  read	  in	  bibliography!	  
	  
